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Spotlight On TV... 
Make Money In Color 


Use this five-step plan to build profit and 
volume in color TV—told to EM Week by 
a dealer who makes more on color than he 
does on black and white. see page 16 


Rodrigues Looks At TV 


EM Week’s wry cartoonist sketches some 
monkey business in the business of buying 
and selling TV. see page 19 


The Future’s Sound 


The FCC will decide on a standard system 
for stereo radio by the end of October. 
This up-to-the-minute story explains what 
multiplexing is, how it works and what it 
may do for FM sales. see page 3 


A Dealer Speaks Up 


NARDA board member George Johnston 
tells why be abstained from the vote of 


approval of AHLMA’s code. _ see page 4 
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BEAT OLD INSTALLMENT PAPER TAXES 


You Have Two Days 
To Get Off The Hook 


DEALERS with large, long-term installment re- 
serves may earn some tax relief, but Supreme 
Court grace period runs out Aug 31. 


WASHINGTON EXPERTS advise: Check your ac- 
countant, your tax consultant or local Internal 
Revenue Service immediately . . . 


Congress has tossed one big tax break to 
some dealers—but they must move immedi- 
ately to get it—and may toss another one in 
January. The first involves tax on old install- 
ment paper reserves. The second deals with 
service contract income and will probably 
be delayed until the next session. 


In the installment paper case, Congress is, in 
effect, offering to let dealers off the hook on 
part of their old finance company reserves. 
Dealers who want to accept the offer—and 
not all will—must notify their local Internal 


Revenue Service office by Aug. 31. 


Background of Congress’ action on the first 
case is a 1959 Supreme Court decision which 
says that dealers must pay tax on the face 
of the amount of their installment paper— 
no matter how much reserve is held back by 


the finance company. 


That decision set the pattern for the present 
and for the future. But it created problems 
for dealers who had built up large reserves 
in past years—retroactive trouble. So, Con- 
gress stepped in to help. 


Under Congress’ new system, dealers who 
have settled taxes for all years before 1954 
won’t have to pay any tax on the balance 
that was in the reserve on Jan. 1, 1954. Taxes 
must be paid on any increase in the reserve 
built up between Jan. 1, 1954, and the year 
the dealer changed to the proper method of 
reporting installment income. 


Dealers with unsettled taxes for years prior 
to 1954 must go back to the earliest unset- 
tled year, and while they don’t have to pay 
taxes on the reserve account balance that 
existed as of the beginning of that year, they 

Continued on page 8 


Castro’s Government Wrecks Appliance Exports 


on the island (G-E Cubana S.A.)—aren’t a 
shade better off. 


Tough dollar restrictions, the explosive 
political climate and the ever-present threat of 
government expropriation have withered the 
once-fertile Cuban appliance market. 

In 1958, nearly $12 million worth of U.S.- 
built appliances went to Cuba. 

Last year, exports fell to less than $3 million. 

In the first five months of 1960, they amounted 
to only $130,655. They won’t go above $250,- 
000 for the year. 

And American manufacturers which have 
somberly watched it happen, say they can’t see 
much sunshine ahead. 


Two years ago, Cuban distributors bought 39,- 
474 television sets, 35,075 refrigerators and 
3,835 washers—both automatic and wringer— 
from the United States. To June 1 of this year 
they bought only 694 refrigerators, 123 TV sets 
and 29 washers. 

Except for 51 refrigerators, not one U.S.- 
made appliance has gone to Cuba since Jan. 31 


Finally, not a single U.S.-made freezer, range, 
dishwasher, dryer, radio-phonograph combina- 
tion or vacuum cleaner has gone to Cuba this 
year. 


Philco International’s marketing director, Wal- 
ter S. Bopp, mourned last week: ‘‘Cuba was our 
No. 1 direct export market over the years. So 
far in 1960, we haven’t been able to ship any- 
thing down there at all.” 

“We used to ship to Cuba in carload quanti- 
ties,” declared a spokesman for Borg-Warner 
International (Norge and York products). “Now 
there hasn’t been a shipment to our Cuban dis- 
tributor in over a year.” Motorola Overseas 
Corp., which once sent $100,000 worth of radios, 
TV and stereo to Cuba yearly, won’t send any- 
thing in 1960. 

Other American manufacturers which sell to 
Cuba—Kelvinator, Westinghouse, RCA and 
Zenith, plus General Electric which operates its 
own industrial and domestic sales organization 


Key reason for the drought is the clamp the 
Fidel Castro government applied in mid-1959 on 
the flow of U.S. dollars from Cuba. Since Cuban 
distributors normally paid for their appliances 
with American dollars, they had to cease im- 
porting. 

The Cuban government has not directly ham- 
pe J the distributors. It has not interfered with 
credit collections, and it has not confiscated their 
property, despite the strong U.S. ties. 

It has simply left the distributors with nothing 
to sell. 


General Electric Cubana, the only American- 
owned distribution operation on the _ island, 
stopped importing nearly a year ago. It is now 
just about out of refrigerators, automatic wash- 
ers and air conditioners. 

Continued on page 8 
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Hotpoint Salon 
May Tip Trend 
Open-to-public showroom in 
New York displays full line. 
Standby staff pitches the fea- 


tures, designs kitchens, does 
no closing 


“No dealer can stock and display 
a whole line today,” said John F. 
McDaniel, general sales manager of 
Hotpoint, at last week’s opening of 
his 3,800-sq.-ft. showroom for the 
public at the high traffic corner of 
Sixth Avenue and 44th Street in 
midtown New York. “So we'll do it 
for him.” 


Fifty appliances, three kitchens 
(two are plumbed and operating) 
and three kitchen ‘vignettes’ con- 
tain about 95% of all the models in 
the Hotpoint line. Layout and ultra- 
modern decor make the salon the 
factory’s dream of an _ appliance 
dealer’s store. Three home econo- 
mists and two kitchen designers are 
the full-time staff. They’re on hand 
from 10 to 6 all week and 11 to 4 
on Saturdays. Admission is free. 


Dealers may send customers for a 
free detailed pitch on any part of 
the line or for a kitchen design or 
consultation. The staff quotes only 
list prices of appliances, does not 
quote labor or other equipment costs 
in kitchen jobs. It pitches appliance 
benefits, explains step-up features, 
arms walk-in customers with litera- 
ture and spec sheets, offers a list of 
Hotpoint dealers to prospects. 


Displays may also be used for deal- 
er training and architect and builder 
contract selling by New York dis- 
trict sales staffmen who have offices 
in the rear. 


The New York salon is Hotpoint’s 
second try at non-selling showrooms 
and may, according to McDaniel, 
launch, similar rooms in other major 
markets if it succeeds. Hotpoint 
tried first in Baltimore, closed that, 
learned lessons applied in New 
York. Hotpoint found it did not need 
10,000 sq. ft. and did not need the 
12 kitchens it had in Baltimore, but 
did need a high traffic location. 


RCA started the New York salon 
idea years ago; Zenith and DuMont 
came in last year. Magnavox is 
ready to take the paper off the win- 
dows at Madison and 48th any week 
now. 


‘It Wasn’t Miss Universe, 
It Was How It Was Done’ 


The speaker was a somewhat dis- 
approving Dolph Zapfel, NHMA 
executive secretary. He’d seen to it 
that a slightly stern notice was in- 
cluded in the recent NHMA news- 
letter: Sales promotion gimmicks 
at the January Housewares Show 





must be cleared with NHMA 30 
days in advance. 
No, Zapfel said, there was no 


“direct” connection between the re- 
minder and the hoopla—trumpeters, 
motorcycle cops, aisle-plugging 
crowds—churned up by Landers, 


Frary & Clark to herald Miss Uni- 
verse, the comely plugger for LFC’s 
Universal line. The rule about ‘“‘un- 
usual sales promotion activity” had 
been around a long time. 





ELECTRICAL MERCHANDISING 


eeeer 


as iA 


Dial O For Oven: Baking By Phon 





THE WESTINGHOUSE DEVELOPMENT—demonstrated here by Joyce Leicht— 
allows the housewife to cook by telephone. She dials her home number and, 
by means of a special relay box, can turn the oven on or off, depending on 


previous setting. 





Wages, Hours, Politics 


Small appliance-TV_ dealers 
weren't worrying last week 
about the minimum wage bill, 
but the big boys were lobbying 


Minimum wage and hour legisla- 
tion became a pawn in the giant 
chess game for political domination 
in a presidential year. Through the 
week attempts to iron out differ- 
ences between minimum wage and 
hour hikes proposed by the House 
and Senate were thwarted by a con- 
servative coalition of Republicans 
and Southern Democrats. The meas- 
ure which could up the cost of do- 
ing business for some retailers was 
bogged down. 


What was the fuss about and does 
it affect retailers? 

The answer: Controversy swirled 
around two bills which would in- 
crease minimum wages for the 40- 
hour week and end the flat exemp- 


tion retailers now enjoy under the 
$1 an hour minimum wage law. 

@ One is the Senate-passed bill of 
Sen. John F. Kennedy, the Demo- 
cratic presidential candidate. Under 
it, employees would get a minimum 
of $1.25 an hour and time-and-a- 
half over 40 hours a week. Four 
million more wage-earners would 
be covered, mostly in retail and 
service establishments doing more 
than $1 million a year in gross sales. 
Stores which are members of chains 
doing this much business would be 
covered, no matter how small. 

e The bill passed in the House sets 
the minimum wage at $1.15. Only 
retailers with five or more outlets 
in two states would be affected and 
their employees would come under 
coverage at $1 an hour with no 
overtime. 

Lobbying against the measures 
are larger department stores and 
mass merchants, mostly from the 
South. 





G-E And IUE Still Talking, 
Hope To Avert Fall Strike 


The appliance industry is keeping 
close watch on the Tuesday, Wed- 
nesday, Thursday contract negotia- 
tions between G-E and the Inter- 
national Union of Electrical Work- 
ers. Appliance manufacturers know 
that if G-E grants an increase in 
labor costs, they all must follow. 

At the prodding of the union, 
talks started in New York on July 
19, a month earlier than the contract 
calls for. The contract expires Oct. 
1, and last week signs were seen 
for agreement before the deadline. 


Both the union and G-E were hope- 
ful for settlement without strike. 
Also, Secretary of Labor Mitchell 
publicly stated that he thought G-E 
and the IUE would sign a new con- 
tract without a strike. But over the 
general feeling of calm, a few gruff 
words flew: Commenting on Mitch- 
ell’s statement, a union officer said, 


“We assume the Secretary has been 
reading our news releases and not 
the company’s.” G-E replied: “As 
far as we are concerned, we cer- 
tainly hope for and are working for 
a sound settlement without a 
strike.” 


IUE demands a wage increase of at 
least 342% a year, but increases 
would follow productivity gains of 
G-E employees. More important, 
says the union, are proposals for 
“income security” to benefit work- 
ers laid off because of automation, 
plant transfers and sub-contracting. 


G-E will wait to present its coun- 
ter-proposal. But last week G-E was 
willing to concede that it should in- 
clude some proposals aimed at les- 
sening effects of job instability, but 
warned that any offers must be less 
substantial than in recent years. 
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WEEK 


Stereo FM OK 
Seen By Jan. | 


It became clear in Los Angeles 
last week that the radio-TV 
industry may get a big, fat 
Christmas present—a _ stereo 
FM radio standard 


Speaking to engineers at WES- 
CON (Western Electronics Show 
and Convention), Harold Kassens of 
the FCC predicted that a single 
multiplex system will be selected 
by the end of the year or early in 
1961. 

And the possibilities of a hearing 
on the systems under consideration 
—something which could play hob 
with the entire timetable—were 
played down by A. Prose Walker 
of the NAB, who headed the field 
test team. 

Although Walker couldn’t talk 
about test results, he implied that 
they were pretty clear. 

“The tests were as conclusive as 
anyone could hope they’d be,” he 
said. 

Currently, there are over 156 
million radios in use. If stereo 
broadcasting hits with the expected 
and manufacturers seem 
certain it will, then a huge chunk 
of those sets may be displaced by 
the new sound. The new system, 
however, does not obsolete older 
radios. Listeners still will get a 
complete monaural signal. 

The market? The people who buy 
stereo phonographs will be inter- 
ested in stereo radio, Kassen be- 
lieves. After a system is selected, 
production of stereo adapters could 
start rolling in a few months. 


‘The Redeoats 


Are Coming!’ 


An army of redcoats is about to 
descend on the nation. It isn’t a very 
big army—made up of not quite 500 
distributor salesmen—and it will 
only be descending on appliance 
dealers. But it does have: 

e Uniforms. 

e An objective. 

e A slogan: “The redcoats are com- 
ing.” 





The objective is plain to see and 
doesn’t require any espionage. Sim- 
ply, Norge’s redcoats want to move 
some merchandise. 


Advance intelligence gives this run- 
down on the redcoats’ ammunition: 
Laundry and refrigerator specials 
aimed at filling holes in the compe- 
titive picture in traditional Norge 
style, a new shorter range line in 
both gas and electric units, a dealer 
trip to Nassau, and big fall promo- 
tions throughout the United States. 

The 18 briefings it took to get the 
redcoats fully informed are all over. 
The push on the military flavored 
promotion starts today. 


In the new range line, distributor 
salesmen found new sales features 
that they’ve been looking for—for 
example, white porcelain’ burner 
bowls, removable drip pans, low- 
temperature oven controls, high 
backsplash styling. 

Norge spent $614,000 tooling for 
this new range line, cutting a long 
25-model line to 10 gas and four 
electric models. 
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Stereo Radio: Sound Of The Future 


MUL’TI*PLEX $ (mil'ti-pléks): Manifold; multiple. Per- 
taining to or designating simultaneous transmission or 
reception of two or more independent signals by a single 
station, by a single antenna, or ona single carrier frequency. 


Buried in that dictionary English 
may be a long-range market in 
stereo radio for the radio-television 
industry. And the dealer. Depend- 
ing on how stereo sound captures 
the public fancy, there’s potential 
for a huge replacement market as 
the consumer turns away from the 
monaural unit. And that market is 
substantial. For example, this year 
alone over six million table and 
clock radios will be sold. 


Before the industry can cash in on 
stereo radio, however, one system 
of multiplexing must be established. 
At the moment, there are six com- 
peting FM broadcasting systems. 
These have just been tested and 
results will be submitted to the FCC 
before October is over. Once the 


FCC sets a standard, manufacturers 
will roll. 

Although FM has a head start in 
stereo broadcasting, sometime this 
fall the FCC will probably take a 
look at the possibilities of AM ster- 
eo. So, it’s possible that the entire 
nation may have stereo. ; 

When the FM stereo receivers 
roll off the assembly line, they’ll 
differ from today’s FM table radio 
in two basic respects: 

e@ They’ll contain an extra power 
amplifier. 

e@ They’ll have a sub carrier de- 
tector and all associated circuitry. 

Basically, here’s what’s going to 
happen once a FM station starts 
multiplexing. 

The sound will be picked up by 
the left and right microphones in 


the studio and transmitted as a 
total program, so the person listen- 
ing to his conventional FM set will 
still be able to hear a complete, 
balanced monaural program. 

But the listener with convention- 
al FM equipment will be unaware 
that simultaneously a second signal, 
which is only a portion of the total, 
is being transmitted. This will be 
sent over the normally inaudible 
multiplex subsidiary channel. 

FM stereo receivers—with their 
two amplifiers, two speakers and 
sub carrier detector—will be able to 
unscramble the complete signal, 
turning it back into two distinct 
sound sources. With sufficient separ- 
ation, the listener then will be get- 
ting stereo. 

(Merely playing two conventional 
FM radios will not produce this 
stereo. The signal must be un- 
scrambled by the sub carrier de- 
tector.) 

Actually, some multiplexing on 
FM is not new. For years, many 
FM stations have sent out two sig- 


nals on the same frequency. But the 
second signal, or sub carrier, con- 
tained background music, which was 
sold on a subscription basis to com- 
mercial establishments. 


Now, the attention will be switched 
to the consumer market. FM sta- 
tions will have to convert for mul- 
tiplexing but this will cost only 
$1,000 to $1,500. 

Will the FM stereo receivers be 
radically different? Probably not. 
Changes figure to come in familiar 
consumer equipment—portable pho- 
nos, stereo consoles, table radios. 

Manufacturers may come up with 
matching FM radios equipped to 
receive the stereo broadcast. Or they 
may produce a “single” unit which 
can be taken apart to achieve the 
desired separation. 

Others may try to achieve separ- 
ation in a single table unit by in- 
corporating side firing speakers. 
Another possibility: Wing speakers, 
or satellite speakers which are used 
in portable phonos today. 





Mareh To Fair 
Is Led By Gas 


When the World’s Fair opens in 
New York in 1964, the gas industry 
will be well represented. But where 
will electricity be? 

That was the question last week 
as the American Gas Assn. and Gas 
Appliance Manufacturers Assn. 
jointly announced plans to spend 
$5% million to tell the gas message. 


NEMA, however, had no plans to 
sponsor an exhibit to tell the world 
how to live better electrically. A 
spokesman said that discussion of 
World’s Fair plans would probably 
have to wait until September. 


EEI, at least, is in the process of ap- 
pointing a committee to discuss pro- 
cedures for exhibiting at the fair. 
And though there is little doubt that 
the electric industry associations 
will be there, gas was first. 


Gas, Incorporated, a company set up 
by AGA and GAMA to run the gas 
show at the fair, is planning to capi- 
talize on the fact that gas was one 
of the first exhibitors, and the very 
first industry association, to sign for 
maximum allowable space at the 
fairground. Gas, Inc. will use its 
50,000 sq. ft. (about 11/7 acres; 
1939 maximum was 2 acres) to 
build a huge pavilion which will 
house displays from all sectors of 
the industry, illustrating ‘‘a century 
of gas progress.” Nameless proto- 
types of historic and futuristic gas 
appliances will tell the gas story. 


Gas was first to break ground in 
1939, at the last New York World 
Fair, according to Gas, Inc. Presi- 
dent John E. Heyke, president of 
the Brooklyn Union Gas Company. 


Among electric appliance compa- 
nies, G-E was the only one regis- 
tered for maximum allowable space 
last week. RCA, however, said it 
would definitely be there and 
pointed out that they gave the 
world its first massive television 


demonstration at the 1939 fair. 





RCA Stereo Presents Reverb As 


New fall home _ electronics 
package includes 18 stereo 
consoles, 11 TV’s, 10 radios 


RCA, the last of the majors to do 
so, unveiled its stereo console line 
to distributors last week in Chi- 
cago. The 18-model line starts at 
$179 and runs to $795. 


Options stud the step-up route this 
year. The line offers 20, 36 and 87 
watts of output. The lower end con- 
soles offer standard dual channel 
amplifiers; the middle and high end 
offers three separate amplifiers. 
Low end offers optional, satellite 
speakers; middle and high end offer 
tuckaway speakers which swing 
out from the side and fire front— 
and thése can be detached as re- 
mote satellites. 


Reverberation units are offered, not 
as standard equipment, but only as 
optional add-ons in kit form, in the 
Mark 4, Mark 8 and high end Hen- 
redon furniture models. 


Eleven models of TV are included 
in the fall merchandise package— 
all have the new nuvistor tuner in- 
troduced in only one model at RCA’s 
distributor show in Miami in late 
May. The 11 are two 19-inch port- 
ables, one 23-inch table model, five 


Kit 


Ber Se ses 





SPEAKERS SWING OUT, fire front and are detachable as satellites on RCA 
Mark 4 stereo with 87-watt output from three separate amplifiers. 


23-inch consoles and three 23-inch 
stereo TV combinations. In addi- 
tion to the above, two color con- 
soles are added and two units con- 
tinue the clock programer which 
permits the viewer to select and 
time 12 hours of viewing. 


Radio gets an extra push too, with 


five table models and five clock ra- 
dio models—each with 4-inch thin 
cabinets and cool chassis. Of radio, 
Vice President Raymond Saxon 
said: “Industry may well top 10 
million units this year of which 60% 
of sales will be in table and clock 
models despite the current excite- 
ment with transistor portables.” 





NATESA Blows Horn For Licenses 


National Alliance of Television 
and Electronic Service Associations 
brought its banner-waving, horn- 
tooting convention to Chicago to re- 
hash some old gripes and to explore 
some new ones. 

Underlying the three-day mara- 
thon last week was speculation 
about a potent new plan the asso- 
ciation is readying against captive 
service. But details were unavail- 
able. Delegates added “planned ob- 
solescence” by manufacturers to 
their list of bugaboos which in- 
cludes captive service and pay TV. 








Licensing drew notice this year, fol- 
lowing passage of Louisiana’s state- 
wide television servicemen licensing 
law. 

The convention voted approval of 
state licensing systems (at least 20 
states have similar bills in the 
works, delegates learned), and hoped 
the ubiquitous citizen’s band radio 
might open the door to federal li- 
censing. Spurring that wish is the 
present federal regulation requiring 
servicemen who work on two-way 
communications equipment to hold 
second-class commercial licenses. 


“Without a _ license, 
another TV man standing in the 
crowd,” Raytheon’s Jack Cattaral 
told an opening-day session. 


you’re just 


Raytheon’s contribution will be a 
24-lesson course for a picked group 
of servicemen, designed to prepare 
for the federal commercial license 
test. 

Reason for the course? “If we 
have products out in the field that 
can’t get service, we can’t get very 
far,’ Cattaral gave as a logical ex- 
planation. 


WEST ... LOS ANGELES—Para- 
dox marked the appliance trade 
here during July and August. 

Despite a continuing softness 
in business the feeling persisted 
that this is the best of all pos- 
sible worlds and that the year 
would still equal or better 1959. 

In spite of continuing layoffs 
in the aircraft industry and 
failure of several anticipated 
upsurges to materialize during 
the year, optimism continued 
to spring eternal. At the moment 
the upsurge is confidently tar- 
geted for “after Labor Day.” 
Dealers expect that a loosening 
of money will commence then, 
to be reflected in sales of the 
higher priced majors. Septem- 
ber, which is traditionally a 
blistering month in Southern 
California, is expected to bring 
demand for refrigerators and 
air conditioners. Start of the 
new TV season also is expected 
to give some impetus to televi- 
sion sales. Meanwhile, dollar 
volume continues to run about 
6% off the 1959 pace. 

Sales haven’t been too bad, 


ELECTRICAL MERCHANDISING WEEK 


There was pessimism in Detroit about the appliance-TV business, but 
in the West optimism remained high 


numerically, notwithstanding 
the dreary dollar volume. How- 
ever, the trend in appliance pur- 
chases seemed to be following 
the pattern of the automobile. 
Big, flashy, multi-buttoned 
units seemed to have lost their 
status value, and it is now con- 
sidered smart and fashionable 
to buy the compact, economy- 
size model. The buyer, inclined 
to go for the $320 washing ma- 
chine last year, thinks that she 
can get her laundry just as white 
and bright with the $220 ma- 
chine. 

Although the wages of the 
average factory worker in Los 
Angeles are up to a comfortable 
$102 a week, the preference 
persists for the low-end items 
which provide only thin profit 
margins. 


SOUTHWEST . . . HOUSTON—Old 
merchandising pro Hyman Rea- 
der of Reader’s Wholesale Dis- 
tributors gently chided the dis- 
ciples of gloom as_ business 
generally sagged. His own sales 
being up 10% over last year, 


Reader said, ‘““We work hard and 
we sell hard. There’s no sub- 
stitute for that combination.” 
Currently, he is mapping a 
hard-hitting mail promotion to 
attract dealers to see his 1961 
TV line. Reader stated that all 
his major lines are moving well. 
Other distributors and dealers 
were fretting. 

The air conditioning season 
ended poorly. Joske’s Steve 
Walker said: ‘“We’re not sur- 
prised. Too much rain and cool 
weather.” Marlin Associates, 
Inc., dropped its G-E line. In 
suburban Pasadena, B. P. Smith 
of Smith Appliance indicated 
that he felt lucky to have the 
same sales volume as last year. 

Laundry and_ refrigeration 
lines were moving slowly. TV 
got a brief shot in the arm with 
the political conventions. With 
lay-offs at G-E and other plants, 
dealers here tightened their 
belts. Rain, halting major con- 
struction workers, also kept 
budget-troubled wives away 
from the major department 
stores. 


EAST ... DETROIT—After a poor 
summer, ‘dealers were still in 
the dumps here. “We’re at best 
pessimistic,” said a Detroit ap- 
pliance dealer about the outlook 
for next month. A heavy slump 
in July, which most dealers 
blame on the unseasonably cool 
summer, is at the root of. this 
gloomy forecast. 

Refrigeration and air condi- 
tioning were at the lowest point 
in several years as far as sales 
go. Other white goods came in 
a close second, also being slow 
with little hope of improvement. 

Television, however, showed 
a surprising pickup during the 
first few months of August. 
Local merchandisers were pray- 
ing that this rising trend would 
continue. 

The Michigan Appliance Deal- 
ers Assn. private brand name 
program met with enthusiasm 
from all dealers who have gone 
into it. Dealers are especially 
happy with the line of white 
goods and are now trying a new 
TV-stereo set that they think 
shows promise. 
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‘They Don’t (Often) Make "Em Any More 


THE COMPETITION WAS to find the oldest operating Raytheon tube. Seventy- 
eight were sent to Raytheon’s Distributor Products division. Above, from left, 
Fred B. Simmons, distributor service manager; John Catterall, technical serv- 
ices manager; Dr. C. G. Smith, inventor of the BA and BH tubes; and Lee A. 
Ellis, manager of Raytheon’s art and photography section, the judges, look 
entries over. The oldest was a BA tube manufactured in 1925, submitted by 
Kaczmarezyk Radio and TV Service, Mahanoy, Pa. 





INDUSTRY MEMO 


@ The seventh “Ladies’ Home Jour- 
nal’’-National Appliance & Radio- 
TV Dealers Assn. Creative Retail 
Salesman of the Year contest will 
run from Sept. 1 through Nov. 30. 
The salesman chosen will be named 
at the NARDA convention in Janu- 
ary. He will receive $500, a silver 
plaque and a free trip to Chicago 
for the convention. 


e Can’t make it to Rome? Don’t 
worry. Sylvania Electric Products 
Inc. started complete radio coverage 
of the games on Aug. 25. The 18- 
day mass advertising marathon runs 
through Sept. 11 and will include 


93 Sylvania commercials over the 
full NBC network to stimulate fall 
sales. 


e The Du Mont Emerson Corp. has 
announced a new financing plan for 
their dealers. The company will use 
James Talcott, Inc., one of the larg- 
est independent commercial finance 
organizations, on an exclusive basis 
rather than set up its own financing 
facilities. The contract provides in- 
ventory financing for nearly 10,000 
dealers and the financing of about 
200 regional distributors. It is the 
first time that Talcott has under- 
taken to finance the distribution of 
non-income producing goods at the 
wholesale level. 





A Flaw In AHLMA’s Code? 


“The manufacturers wrote the 
sermon, but they don’t quite prac- 
tice it themselves.” 

To the speaker—Minneapolis deal- 
er and NARDA board member 
George Johnston—that represents 
a serious flaw in AHLMA’s two- 
month-old advertising practices 
code. When the rest of the NARDA 
board voted to approve the code 
last June, Johnston abstained. 

This does not mean he opposes 
the code as such. “I think it’s won- 
derful,” he declared. ‘‘But, it can’t 
succeed until the major manufac- 
turers follow it themselves, until 
they clean up their own houses.” 


Johnston categorized his thoughts 
about the code in a letter he never 
meant to make public. The letter, 
sent to AHLMA and a few factory 
people, was written to explain the 
reasons behind his abstention. 

In an interview with EM Week, 
however, Johnston reiterated what 
he pegs as the four major manufac- 
turer sins: 

e@e Phony list prices which no 
longer reflect the true selling price. 
e Limited production of bait mod- 
els by manufacturers. Here, Johns- 
ton points to one factory which, he 
says, produced only 150 units of one 
model. 

e@ Low margin models which force a 
dealer to bait-and-switch. ‘There 
is one company,” Johnston ex- 
plained, “which advertises a model 
for $88. It costs the dealer $78 or 
$80 to buy it.” 


His fourth point centers on Johns- 
ton’s belief that manufacturers no 
longer differentiate between spe- 
cialty selling and commodity sell- 
ing. “Manufacturers,” he said, “still 
want the salesmen on. the floor to 
do a specialty selling job on what 
they have made into a commodity.” 


To Johnston, a commodity is an 
item bought solely because it is 
needed. Specialty selling, he con- 
tinued, involves creating a demand. 

Recent price cuts, he said, are the 
mark of a commodity manufacturer. 
Using the same money to create a 
demand for the products would have 
helped specialty selling. True obso- 
lescence, he added, would be an- 
other aid to specialty selling. 

Johnston’s solution? ‘‘Manufac- 
turers must take the lead. They 
should study their own advertising 
and pricing practices. They should 
review their distribution. Finally, 
they should learn what it takes to 
get a really creative selling job by 
the retail salesman.” 








THIS WEEK'S 
COLOR TV 


MONDAY (All Times E.D.T.) 
11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 
12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 
7:30 P.M. (NBC) Riverboat 


TUESDAY 
9:30 P.M. (NBC) Arthur Murray 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 


FRIDAY 
9:30 P.M. (NBC) Masquerade Party 
10 P.M. (NBC) Moment of Fear 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 
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Another new Hoover idea 
in floor care 


shampoo -polishe, 





~-POWER RUG SHAMPOOING 


Now! Power up your floor care sales with the new Hoover Shampoo-Polisher 
. the first appliance designed especially for home rug shampooing ! 


Run this beauty past the housewife just once. Let her see that all she has to do is guide it. l Nees Ceara 
Explain that it’ll clean a 9 x 12 rug for only a nickel. And she’s got to have it. The new Hoover parent ett 


Shampooers always ride 
: : : ? j é level, automatically adjust }awm 
Electric Shampoo-Polisher needs none of those expensive shampoo solutions. Any mild, high- Smee” Sas 


to any carpet. Durastran 


. bristl » the carpet A——ai 
sudsing detergent will do the job. A simple change of the brushes and the Hoover is “>. to cag Genie, Weimeahae < 


scrub and polish hard surfaces with the same professional ease. See your Hoover repre- é | =e 
sentative about this new money-maker. The Hoover Company, North Canton, Ohio. He a : 
ocruos, waxes arn 


a polishes bare floors. 
, a One set of brushes 
does all three. Soft 
snap-on pads give a 

: hand-rubbed look. - 
™ Trigger action tank 
dispenses water or wax. 


ELECTRIC SHAMPOO-POLISHER 
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G-E: A Bigger, 
Better Radio? 


Not exactly. A smaller one. In fact, 
the smallest six-transistor radio 
made in the United States at the 
present time. 


The tiny set, just the size of a king- 
size pack of cigarettes, will be avail- 
able this fall. Suggested retail price: 
$39.95, with carrying case, earphone 
and battery, packed in a leatherette 
jewelry box. 


Some specs on Model P8501: Weighs 
10% ounces; measures 3% in. high, 
2% in. wide, 1 in. thin; powered by 
a 4-volt mercury cell of standard 
type. The tiny radio can be carried 
or hung up by a metal ring attached 
to the case. 





LETTERS 
‘In A Nutshell’ 


EDITOR, EM WEEK: 

We would like to obtain more in- 
formation on the Allergy Founda- 
tion of America which was men- 
tioned in your Aug. 16 issue in the 
story titled “hay fever’s in the air 
—FDA sniffs trouble.” We would 
appreciate it if you’d have the edi- 
tor of that excellent story send us 
additional information. 

This particular issue was’ read 
with unusually high interest here. 
Again, we take our hats off to your 
writers for their excellent reporting. 
The story “cool days and nights put 
freeze on coolers” handled a rather 
touchy situation beautifully without 
hurting the manufacturers. We like 


ELECTRICAL 


the way you pin-point the true facts 
and present them in a nutshell. 
Thank you for your cooperation. 

DAVID D. CORDRY 
ADVERTISING AND SALES 
PROMOTION MANAGER 
METALAIRE PRODUCTS DI- 
VISION 
MC GRAW-EDISON CO. 
PHOENIX, ARIZ. 


Mr. Cordry refers to an article about 
the current hay fever season and 
the government’s reluctance to per- 
mit manufacturers of air purifying 
devices to advertise them as allevi- 
ating hay fever. The information 
which he requested is on its way. 


EM Week welcomes expressions of 
opinion from its readers for publi- 
cation, subject, of course, to final 
editing and approval by editors. 





NOI a 
THiMBLE-FULL 
oF FROST | 


WiLL EvER FORM 


THAT'S THE GIBSON FROST-CLEAR 


STORY. 


- MAKES SENSE, MAKES SALES! 


Among the rash of confusing claims for this 
brand new type of refrigeration, one simple 


sales story stands out . 


. the Gibson story. 


“Not a Thimble-Full of Frost will ever form !” 
Here’s a word-picture your prospects can 
quickly understand, a sales “pitch” for you 
which avoids confusing technical terms. 


NUMBER | 0) IN A SERIES 


OF WEEKLY GIBSON MESSAGES 
TO ALL APPLIANCE DEALERS 











Frost-Clear is big now, and getting bigger 
every day for Gibson Dealers. When you think 
of Frost-Clear, don’t think of one, high priced 
model for a limited number of prospects . 

think of Gibson, with a full line of Frost-Clear 
Freezers and Combinations, priced for mass- 


market selling. 


Shopper Stopper! 


e Gibson’s clever demonstration 


giveaway 


L/ 
FROST-CLEAR FREEZER 


You won t 
4 thimble fu 


home the 


an actual thimble 
mounted on a card, to pound 
“not a thimble-full 
of frost” idea 
traffic into prospects, pros- 
pects into customers! Ready 


helps you turn 


for you now from your Gibson 


Distributor. 


MOVE MILES AHEAD IN FROST-CLEAR 


get going...get 

















Frost-Clear Freezers and Combinations 


Gibson's got 'em both! Giant capacity upright freezers, 
handsome new two-door combinations. . 
not a thimble-full of frost in a lifetime! 


Litson 


Gibson Refrigerator Division of HUPP Cor, 


. all Frost-Clear, 
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Xmas Sales Up, But Prices Shaky 


... is what shaver manufacturers are saying as they get ready for 
what they hope will be their biggest selling season since 1957 
when shaver sales soared to a record 6,500,000 units 


Manufacturers all agree that 
shavers will be the hottest items in 
the Christmas market. And to make 
sure, they’re all spending more for 
TV, newspaper, magazine and Sun- 
day supplement advertising. 


“Everybody would like to sell more 
shavers,” said Sunbeam’s Pat Mon- 
ohan. “They’re good profit items, 
require little or no service, are well 
advertised, are part of a growing 
market and they make ideal gifts.” 
All shaver manufacturers expect 
healthy business increases this year. 
None of them expected industry 
sales to exceed the record set in 
1957 but they all felt that they 
would do better than last year. 


Price is a different story. Manufac- 
turers aren’t nearly so optimistic 


about prices as they are about sales. 
They all hope that prices will be 
firmer this year, but most of them 
appear to be more than a little 
pessimistic. 


“Our hands are tied,” one manufac- 
turer said. “The retailer controls 
prices and, until he stops promot- 
ing on the basis of price alone, 
prices will be shaky.” Another 
manufacturer feels that “price cut- 
ting and free deals are common to 
the shaver industry and that prices 
will not be stabilized until the prac- 
tice stops.” 


Others feel that prices will be bet- 
ter this year. H. M. Stein, sales 
manager at Ronson, said, “There 
has been a general absence of throat 
cutting so far this year. This should 


make for a more stable shaver mar- 
ket and a better price picture.” 

“The business is there. People 
want shavers and will buy them,” 
said H. C. Fry, advertising director 
at Norelco, “so why shouldn’t the 
dealer sell them at a_ reasonable 
profit? We’re trying to help him get 
that profit by putting the suggested 
retail price in all our ads.” 


“Let’s face it,” said Gerald Light, 
marketing vice president at Schick, 
“this is an industry where there’s 
little price stabilization at retail. 
We recognize and accept this and 
have introduced a model designed 
exclusively to take the price burden 
off the profit-minded dealer. He can 
promote it in competition with other 
retailers and still realize a good 
profit from the other higher-priced 
models.” 


Schick, Sunbeam, Remington and 
Norelco all have added new high- 
ticket shavers to their lines. This, 


they, think, will give the customers 
a wider price and style selection 
within each line and have a steady- 
ing effect on the shaver market by 


encouraging dealers to promote 
product preferences rather than 
price. 


But price still is King. This year’s 
shavers have manufacturers’ sug- 
gested retail prices that range from 
$26.95 to $35.95 for Remington, 
$21.50 to $31.50 for Schick, $24.95 
to $29.95 for Norelco and $27.50 to 
$32.50 for Sunbeam. Ronson and 
Bulova suggest that their single 
models be sold for $20 and $22.50 
respectively. 


The same shavers could be bought 
last week in New York at Davega, 
Masters or Korvette at the follow- 
ing prices: Remingtons from $15.97 
to $22.46; Schicks from $12.88 to 
$22.80; Sunbeams from $16.86 to 
$21.80; Ronsons for $12.88 and Bul- 
ovas for $14.88. 





Reps Pull Switch: 
Give Boss A Trip 


Manufacturer’s representatives 
from Swing-A-Way Mfg. Co., St. 
Louis, pulled a real switch when 
they presented their sales manager, 
R. F. Goessling, with a fully paid 
round trip holiday for two to Ja- 
maica. 

The trip was presented at a testi- 
monial to a “salesman’s sales man- 
ager.”’ Joseph Donovan, New Eng- 
land representative, made the 
presentation on behalf of all the 
salesmen. 

When he returned from 15 days at 
Kingston, Montego Bay and Ocho 
Rios, the tanned and smiling Goess- 
ling was surprised he said, because, 
“They didn’t even ask for higher 
commissions.”’ 





Atlas Announces New Line 


Atlas Tool and Mfg. Co., St. Louis, 
has purchased the reel mower man- 
ufacturing equipment of Heineke 
and Co., Springfield, Il. The Ex- 
cello reel mowers previously manu- 
factured by Heineke will be made 
and sold under Atlas’ Atlas-Aire 
trade name. 

Part of Atlas’ planned expansion, 
the reel mowers will provide im- 
pact for their 1961 program of “a 
complete line of mowers from a 
single source.” 

The line for 1961 consists of seven 
rotary mowers (including a new 24- 
inch riding model) in sizes from 20 
to 25 inches, two reel mowers—one 
18-inch and one 21l-inch—and a 
new gasoline powered lawn edger- 
trimmer. 





New York Housewares Show 


The New York Housewares Club 
will sponsor a local housewares 
show for area dealers on Sunday 
Sept. 18, between 1 and 6 p.m. 

Designed for the convenience of 
the smaller dealers, assistant buyers 
and distributor salesmen who were 
unable to attend the shows in Chi- 
cago or Atlantic City, the show will 
be attended by leading manufac- 
turers of electric and non-electric 
housewares. 





‘Get Tough’ Policy Makes Sales Climb 


... says Allen Routzahn, Frederick, Md., dealer. ‘“‘We sell our 
traffics at list. Once we would compete for the business but now 
we get our price or let the customers walk.” 


DEALER ALLEN ROUTZAHN checks the fast moving items in the new house- 
wares department of his furniture and appliance store. Though the department 
is just about a month old, Routzahn says that it is responsible for attracting a 
great deal of attention from his old and new customers. 





And the department is new, too. 
It was installed July 13, with $5,300 
in inventory, including backup stock. 
Routzahn kicked off with a full page 
in the local ‘Frederick New Post,” 
followed it within three days with 
75 spots on WFMD radio, and is 
currently running three 30-inch ads 
a week in the paper. First week 
sales were $2,100. Through the end 
of July, he did $3,100 at average 
35% margins. 


“We set out to build traffic,” says 
Routzahn. ‘‘Now I think we can take 
the lion’s share of the market in 
town.” 

Primarily a furniture and appli- 
ance store specializing in big-ticket 
stuff, Routzahn’s has become the 
only store in town offering traffic 
items on terms. Minimum purchase 
for terms is $25, and $10 a month on 
a total $100 bill is fine. Customers 
can pay by the week or by the 
month. 


Another new look about the traffic 
department is its striking out be- 
yond electrical appliances. Rout- 
zahn now runs with selected cate- 
gories. He has the biggest selection 
of Boonton Ware in town. He han- 
dles cutlery, rubber goods, floor 
cleaning accessories, metal trays, a 
wood novelty line, and selected air 
coolers and air purifiers. He also 
added Westclox clocks and Shetland 
polishers. 


Strategically located at the back of 
the store near the office where time 
payments are made, the new depart- 
ment is only 210 square feet in 
size. Routzahn displaced freezers 
and electric ranges and two rows 
of chairs to make room for the de- 
partment. 


Not only has he created a depart- 
ment that promotes traffic, but 
Routzahn finds he’s now selling 
more traffic items to his old cus- 
tomers. Routzahn attributes the de- 
partment’s initial success to the 
heavy advertising, but feels custom- 
ers will keep coming back because 
of his terms offer and variety. 
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TRADITIONAL SETTING by Ausby E. Lee focuses on the 
wall with Westinghouse mahogany stereo hi-fi with AM-FM 
radio. Public, dealers saw display last week at the center. 


EARLY AMERICAN STEREO harmonizes with maple and 
leather decor in Roger Hargreaves’ Southern California 
room. Display aims at blending electronics, room fashions. 


as 
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How To Sell High-End TY, Stereo 





PORTABLE TV and stereo hi-fi console in walnut play 
functional role in Contemporary meeting room by Joseph 
P. Maggio. Executives can watch their commercials here. 


MINIATURE ARMOIRE contains 19-inch Trendsetter table 
TV in this Southwest dining room in French Provincial 
by Ceil Williams which uses Fancher furniture. 


Westinghouse and top decora- 
tors teamed up at New York’s 
National Design Center to pro- 
duce rooms dealers can dupli- 
cate through their distributors 


ONE ROOM APARTMENT in Early 
American by Audre Fiber highlights 
a period-matched 23-inch Westing- 
house TV console with remote control. 
A total of 20 different rooms were on 
view at the National Design Center. 





Castro Wrecks 


Appliance Sales 


CONTINUED FROM PAGE | 

Stuart Gee, former president and 
general manager of G-E Cubana 
who recently returned to _ this 
country, recalled, “The situation in 
Cuba is pretty ticklish. We were 
moving on a day-to-day basis.” 

G-E once planned to manufacture 
its own electrical products on the 
island, but now is not sure what it 
will do. 


Sears, a growing voice throughout 
Latin America, has thus far escaped 
expropriation, although no one 
knows how long that will hold true. 

The company traditionally han- 
dled both U.S.-made appliances plus 
a line of Cuban-built gas ranges. 
With its inventory of American 
goods depleted, Sears now sells al- 
most nothing but the Cuban ranges. 
Westinghouse, which also _ sold 
Cuban-made gas ranges in addition 
to its own products, is doing the 
same thing. 


In desperation, some Cuban distrib- 
utors have plunged into other fields. 
“Our distributor is a leading busi- 
nessman there and still remains in 
business,”’ said Philco’s Bopp. ‘‘He’s 
servicing our products as well as he 
can, considering the shortage of 
parts. In the meanwhile, he has 
taken on locally made items in an- 
other field to keep going.” 

Other distributors—especially the 
bigger ones—are turning to used 
appliances, although the shortage 
of spare parts has made recondi- 
tioning difficult 





Speed 


And everyone 


Speed Queen division, pulled the 
veils off the long-awaited ‘‘Compact 
Combo” and the rest of the 1961 
laundry line. 


The new combo (see picture), James 
told the audience of newsmen and 
distributors assembled in New 
York’s Park Sheraton Hotel, is a 
product of five years of painstaking 
research—nearly two years of which 
was spent in stripping down com- 
petitors’ machines to discover all 
bugs which have plagued combo 
users in the past. James claims his 
combo will wash and dry without 
trouble when installed and serviced 
by a properly trained dealer. The 
combo will sell for between $400 
and $500 and will be ready for No- 
vember delivery. 


The rest of the 1961 line, middle 
and low end, (high end was shown 
in April) contains three washers 





The future holds little hope for 
either U.S. appliance makers or 
Cuban distributors. 

The U. S. government can do little 
more than protest against the sei- 
zure of American property. The 
dollar restrictions are likely to re- 
main in force for quite some time. 

Some businessmen have suggested 
the U.S. slap an embargo on all 
American exports to Cuba, hoping 
to force Castro to relax his policies. 
Yet, this would do no more than kill 
an already half-dead market. 





Queen Combo Stars 


applauded last 
week as Reginald P. James, sales 
vice president of McGraw-Edison’s 


and four matching dryers. All have 
two-tone brown back panels with 
controls grouped on right side. All 
except A-35 (in the $200 bracket) 
have back panel edge lighting. 

Model A-36 washer (in the $275 
bracket) features a pressure fill 
system to fill needs of consumers in 
low water pressure areas. Model A- 
34 washer (in the $260 bracket) 
features two wash cycles, two agi- 
tator speeds and complete control 
over water temperature selection. 

Two electric and two gas dryers 
round out the line. 





SPEED QUEEN’S FIRST COMBO 
took five years of research to develop, 
will sell in the $400-500 bracket, 
measures only 255% inches wide and 
contains a 22-inch cylinder 





2 Days Remain 
For Tax Break 


CONTINUED FROM PAGE | 
must adjust their returns for all 
later years. 

This process determines the year’s 
actual income. 

Two choices then are given to 
dealers: 
e They may compute their taxes 
as if one-third of the adjustment 
were added to income for each of 
the years 1957, 1958 and 1959. If 
dealers have sufficient records, they 
can re-figure their taxes, based on 
the actual increase or decrease in 
the reserve for each of the involved 
years, or 
e@ They may recompute their taxes 
for all unsettled years and pay the 
proper tax. If tax, plus interest, 
totals more than $2,500, it can be 
paid over 10 years. 


In some cases, dealers may decide 
to do nothing at all, hoping that 
tax years may become closed if 
they wait. 

Best advice for dealers? Consult 
your accountant or tax adviser at 
once. That’s what Washington says 

The service contract bill, which 
now appears locked in the House 
ways and means committee, deals 
with the accounting procedure to be 
used on out-of-warranty service 
contracts extending over more than 
a single calendar year. 

IRS now holds that income from 
such contracts must be treated as 
cash received at the time paid. The 
bill would permit dealers to handle 
part of the money as cash received, 
part as deferred income. 
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*.  dealer...sell 
kitchens ? 





Yes! Why not? We say—because we know—there’s 
extra business within the grasp of every appliance 
dealer. Your appliance customers are solid pros- 
pects for cabinets, sinks—-everything that goes into 
a modernized kitchen. 

Put a Westinghouse kitchen in your store. Show 
the beauty . . . demonstrate the convenience... 
sell the quality. Your customers will buy. Your 
profits will grow. 

And working for you will be the prestige of the 


” what? me... 


* an appliance 


Westinghouse name... the power of Westinghouse 

national advertising . . . plus the entire gamut of 

promotional and training helps. A fabulous kitchen 

idea book... . factory-conducted kitchen planning 

schools. ..acomprehensive home training course 

under top-notch University of Chicago supervision 
. . and personal sales help from experts. 


Call your Westinghouse Distributor today about a 
valuable Kitchen Dealer Franchise! You can be 
sure if it’s Westinghouse! 


Westinghouse 


La, 





A popular Westinghouse kitchen — 
complete, spacious, modestly priced 
Two 6'6” units with Heirloom Maple Finish Wood 
Cabinets e Matching appliances in models and 
colors of customer's choice e Mar-proof Micarta® 
Counter Tops (Sink and fittings included, with 
under-counter space provided for future dish 
washer) e Quick, convenient financing through the 

Westinghouse Home Modernization Pian 


Westinghouse Electric Corporation, Custom Kitchen Dept., Mansfield, Ohio 
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Magnavox...the most profitable 


NEVER BEFORE SUCH GREAT VALUES 
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| wl ud: len rae Thi) 
Be APOUANCES fi 
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*...we sell 
quality without 
discount 
competition,” 





says Mr. Marcuse 


Mr. George Marcuse, President The Radio Center, 2601 S. Claiborne Avenue, New Orieans, La. 


“Magnavox has held our profit at the top!” 


‘In Magnavox,” continues Mr. Marcuse, “we find more saleable features 
and styles to actually demonstrate to prospects. The minimum service 
costs keep our customers happy and our profits good. In today’s highly 
competitive market, our customer relations and profit structure in TV 
and Stereo is possible only because of manufacturers like Magnavox.” 













7 reasons why the Magnavox Way ts the 
industry ’s most profitable franchise: 





5. Magnavox list prices—actual selling prices—are from 
20% to 50% lower than comparable models in other brands. 


1. Magnavox limits the number of dealers in each market. 


2. The top Magnavox,dealers range from $100,000 to 


- ' 
$2,000,000 at full list and full profit. 6. Magnavox is the prestige line that sells in volume. 


3. Magnavox provides profit margins up to 20% higher 


than competition. 7. Product superiority, demonstrable performance, style 
selection and value make Magnavox outsell all other 
4. Magnavox guards your margins against discounters— brands in franchised stores. 


no vicious price cutting. 
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franchise in the industry 


ALL SELLING IN VOLUME AT FULL MARK-UP! 





Telerama 23—$249.90— Modest price and superb per- 
formance give this beautiful Magnavox instrument great 
sales appeal. Vivid pictures combine with superior tone for 
TV entertainment at its best. Famous Magnavox chassis; 
optically filtered screen and four lustrous hand-rubbed 
finishes . . . shown in mahogany. 


international Modern 23—$279.50—Smart new styling 
to enhance any room decor. New 23’’* squared screen with 
Chromatone picture filter and reflection barrier improves 
viewing. Reliable Gold Seal Chassis with automatic picture 
and sound stabilizers. Big 6’’ x 9’’ Magnavox speaker. 
Shown in mahogany. 





Holiday — $99.90 — Sparkling Magnavox quality stereo- 
phonic sound that brings out the full range of any record! 
Precision 4-speed record player that shuts itself off auto- 
matically if you forget. Two 8” extended range speakers 
with concentric tweeters. Cases designed like fine luggage 
in wide choice of colors. 


Stereo Symphony—from $299.50—‘“‘All-in-one”’ Stereo- 
phonic high fidelity FM/AM radio-phonograph. Superb 
music reproduction from 6 Magnavox high fidelity speakers, 
powerful stereo amplifiers, exclusive Magnavox precision 
automatic record player with Stereo Diamond Pick-up. 
Shown in Contemporary; also available in Traditional. 


ll 





Great Magnavox values like these, sell- 
ing in volume at full mark-up, mean 
extra year-round profits for you. Easy to 
sell, trouble-free, beautiful instruments 
in a wide variety of styles, finishes and 
prices spell profit ‘the Magnavox Way.”’ 


Imperial Stereo Theatre 24—24" TV... FM/AM Radio 
...Stereophonic High Fidelity Phonograph— $750.00 
— Magnificent all-inclusive home entertainment center 
built by Magnavox, with the finest sound in all TV. Finest 
Gold Seal Magnapower Chassis, 24’’* chromatic screen, 
superb FM/AM radio, powerful stereo amplifiers and two 
Magnavox 15” bass speakers plus two exponential treble 
horns. Exclusive Magnavox precision automatic 4-speed 
record player with Stereo Diamond Pick-up. Convenient 
top panels glide open for loading records and radio-TV 
controls. Front panels close over screen when TV is not in 
use. Available in beautiful contemporary or traditional 
styles, several fine woods. 








Nassau 19—from $189.90 — Incorporates the same de- 
pendable full-transformer powered chassis as in the fine 
Magnavox consoles. Automatic picture and sound stabiliz- 
ers provide outstanding fringe area reception. The 19’’* 
squared picture tube provides nearly twice the contrast and 
clarity normally found in portables. Three attractive finishes. 





American Traditional — $495.00 — Stereophonic high 


fidelity plus a powerful FM/AM radio. . . in exquisite cab- 
inetry. Recreates music and voice with spectacular tonal 
purity. Two 15” bass speakers plus two 1000-cycle expo- 


nential horns, 20-watt stereo amplifier, Magnavox auto- 
matic 4-speed record player. 2 other styles, 4 wood finishes. 


There are still a few Magnavox franchises available in some markets for qualified dealers. *Ail screen sizes diagonal measure 


Magnavox 


WORLD LEADER IN STEREOPHONIC HIGH FIDELITY AND QUALITY TELEVISION 
The Magnavox Company, precision electronic equipment for industry and defense, Fort Wayne, Indiana 














DATELINE EUROPE: 


The Automatic Washer 
Comes To Germany 


By LAURENCE WRAY, EDITOR 


The 15th in a series of reports written on the scene in Europe 


DUSSELDORF— Along with TV sets 
and refrigerators, the washing ma- 
chine has become one of the appli- 
ances most wanted by the hausfraus 
of West Germany—nor are they any 
different in this regard from their 
sisters in England, France and Italy. 

Starting slowly back in the early 


50’s, West German washer produc- 
tion zoomed from under’ 100,000 
units annually to about 800,000 in 
1959 and it is predicted they will 
hit the million mark this year. 
Present ownership among the coun- 
try’s 16 million wired homes is at 
about the 25% mark for all types of 


washers (compared to over 90% in 
the U.S.), but the automatics have 
penetrated only to about 8% of 
German families. The switch to the 
automatic is on full swing, however, 


and is beginning to create what 
might turn out to be the first real 
replacement business in the coun- 
try. As of today, automatics are al- 
ready taking about 20% of the total 
washer business, but there is still 
a healthy demand for the spin-dryer 
type of washer among German fam- 
ilies because it can be had at a 
comparatively lower price. 


Biggest producers in the highly 
competitive West German washer 
field are Constructa (by far the 
largest), Miele, AEG, Bauknecht, 
Rondo (Brown Boveri), Zanker and 
Scharpf. Westinghouse, Bendix and 
Hoover took a healthy slice of the 
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it’s new « it makes 





indoor air outdoor fresh + it destroys more 


air-borne bacteria * it removes more pollen and dust « it treats 


more air « it’s guaranteed for a full year « it’s styled to sell 


- it’s quiet - it’s the Pentronaire Purifier - and this is 





Model AP-400 
$79.95 


the only portable purifier with industrially proven 





Subsidiary of Pentron Electronics Corporation, 779 South Tripp Avenue, Chicago 24, Illinois 
Exclusive Distributor Franchises available. Write for details. 





lonray Cold Cathode Electronic Tube 


PENTRON SALES CO., INC. 


And be sure to see the best balanced line in tape recorders... 
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amtnican 
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U.S. Patent #2,941,265 


Pentron for “61 















business in the early 50’s, before 
German manufacturers got under 
way, but, because they were not pro- 
ducing in Germany, soon became 
negligible factors. There are im- 
ports, of course, such as Laden of 
France and Candy, but the Laden 
business is done almost entirely 
through Quelle, the Sears, Roebuck 
of Germany. 

But to get the real lowdown on 
this fast-growing German industry, 
you have to pay a visit to the giant 
plant of Constructa, probably the 
biggest manufacturer of automatic 
washers in all of Europe. The plant, 
located at Lintorf, about an hour’s 
drive from Dusseldorf, expects to 
turn out 180,000 units this year— 
one automatic rolling off the highly 
efficient production line every 55 
seconds. Constructa claims—and 
there would seem little reason to 
dispute them—that 80% of all auto- 
matics installed in German homes 
are of their manufacture. A good 
80 to 85% of their annual produc- 
tion, incidentally, is sold on the 
domestic market; the remainder is 
exported to Switzerland, Sweden, 
Austria and a few other countries 
where their higher standards of liv- 
ing permit them to buy a relatively 
high-priced machine. In this connec- 
tion, Herr F. Wortman, sales man- 
ager of the company, did not rule 
out the possibility that Constructa 
might eventually start exporting to 
the U.S. Exports to England, too, 
are expected to start soon. To get 
some idea of the rate of growth of 
the company, just bear in mind the 
fact that it was only founded as late 
as 1951! 


Dryers, by the way, have yet to 
catch on in Germany. Constructa 
has started making them and seems 
to feel that there is a future in the 
business. But, as in the case of all 
newer devices being hesitantly in- 
troduced in Europe, a period of 
pioneering and selling the need will 
be required. To date, because the 
average. housewife has never even 
seen a dryer, the market simply 
doesn’t exist. The washer spin- 
dryer type of machine to which she 
has become fairly accustomed 
seems to satisfy her wants—es- 
pecially in view of the strong feel- 
ing that clothes need sun-drying 
to avoid odors. It’s a matter of edu- 
cation. On the other hand, Construc- 
ta is taking a long, hard look at the 
potential for dryers because of the 
number of washers it sells to new 
blocks of apartment houses spring- 
ing up all over Germany. These are 
not coin-operated, but are usually 
operated by the janitor or super- 
visor of the building who lists the 
name of the tenant and the length 
of time the washer is in use. Gim- 
mick in the dryer idea is that Ger- 
man law permits the landlord of 

Continued on page 14 








CONSTRUCTA’S works— 


Lintorf 
claimed to be Europe’s largest auto- 
matic washer plant—has production 
lines like this. 
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NEW! 


GENERAL ELECTRIC 


WAVERLY 


Automatic 
Blanket 


... Starting 
at 


$4935" 


INTRODUCING—a sensational new price leader 
with all the famous General Electric quality 
features! Patented Sleep-Guard® design assures 
over-all warmth without lumpy thermostats or 
uncomfortable cold spots. Unique control of this 
“Blanket with a brain” maintains desired tem- 
peratures and guards against any overheat. 
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Perfect for young budgets—in single and 
double sizes, single and dual controls. Wedge- 
wood blue, Glade green, Cameo pink, Sandal- 
wood beige. Stock up on these certain fast- 
sellers ...call your General Electric distributor! 


General Electric Company, Automatic Blanket and Fan Dept., 
Bridgeport 2, Conn. *Manufacturer’s suggested retail price. 


Progress /s Our Most Important Product 





DeLuxe A2 series . . . starting Self-selling displays... various 
at $28.95.* Custom-fit corners, space-saving metal displays 


ts F N r 4 A L & = LE CT + i C single, double, king-size—sin- set off packages and color 


gle or dual controls. 8 colors. swatches and dispense stock. 


































ALL CONSTRUCTA INSTALLATION and service is performed by a fleet of 800 Volkswagens and company servicemen 
throughout Germany. 


Germany Gets Automatics 


CONTINUED FROM PAGE 12 

the house to install a washer-dryer 
in the basement and thus free the 
attic for rental. Otherwise the attic 
of the building must be reserved for 


clothes drying on lines. Since 
apartment rental would bring in far 
more revenue than the cost of the 
washer and dryer, Constructa sees 
definite possibilities in getting ac- 


ceptance for dryers in the apartment 
house market. 


None of the automatic washer man- 
ufacturers in Germany has yet pro- 
duced a combination washer-dryer. 
They feel that the market is not 
ready and that the cost would be 
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Stock Sessions Alarms and really ring those bells! There’s the LOVE-ALARM® 
(with under-pillow buzzer), the most famous new clock in the world... 
wakes one person at a time! MOONGLOW is really a two-in-one clock... tells 
time and serves as a night-light without tubes, bulbs or radium coatings! 
DOZE-ALARM rings once .. . quiets at a tap...rings again ten minutes 
later! And the new MAJOR, an unusually lovely desk clock in mahogany, 
blond or walnut finish! All four are priced to please your customers and 
designed to keep your till filled. See them, with the entire Sessions line, at 
the 1960 Jewelry Show, Waldorf-Astoria, New York, Booths E15-16-17. Or 


just write The SESSIONS Clock Co., Dept. EM-2, Forestville, Conn. 
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prohibitive to the average family. 
One company is supposed to have a 
U. S. license for a combo, or is im- 
porting it, but to date there have 
been no attempts to put it on the 
market. 

Constructa washers are sold 
through a network of some 2,500 
dealers throughout Germany. Some 
of the bigger ones buy direct, but 
as a general rule the business is 
channeled through wholesalers who 
occupy an exceptionally strong po- 
sition in German distribution. 
Dealer margins are usually about 
25% plus an additional 1 to 5% for 
quantity discounts. Wholesalers get 
30% off suggested list, plus the same 
1 to 5% quantity discount and an 
additional 5% for cash. While Con- 
structa sets no fixed list price, the 
dealer is supposed to be guided by 
the suggested list. However, he is 
free to sell below that level if he 
feels that competition warrants it. 
In the Rhine-Ruhr area, for in- 
stance, competition is exceptionally 
keen and a good deal of price-cut- 
ting goes on. Other areas are tra- 
ditionally somewhat more “disci- 
plined” and have undoubtedly been 
affected by the impact of the price 
cartel in the radio-TV end of 
the business. Incidentally, . neither 
wholesalers or retailers are expected 
to install or service Constructa’s 
automatic washers—it’s all done by 
the company’s force of about 800 
service technicians who man a fleet 
of 800 Volkswagens throughout the 
country. Every major German city 
has a service headquarters with 12 
to 15 men. Constructa’s reasons for 
handling its own installation and 
repair stem from dealers wanting 
high service bonuses, but at the 
same time wanting to keep service 
costs low—a factor which Construc- 
ta claims is liable to hurt its repu- 
tation with the customer. Besides 
Constructa feels that with the dealer 
freed of installation and servicing 
problems, he will be more inclined 
to place all his emphasis on the job 
of selling. 


Right now, Constructa, which owns 
its own financing company, is trying 
to popularize installment buying in 
Germany. There has always existed 
a certain aversion on the part of 
German consumers to buying on 
time; they hate to run into debt. 
Constructa has had the usual 12-24 
month installment contracts, but 
now it is trying out a weekly pay- 
ment plan with the slogan, ‘a Con- 
structa for 10 DM” ($2.40 a week). 
The buyer would pay this price for 
roughly four years, but he knows 
that he can afford the weekly pay- 
ment and Constructa sells him on the 
idea that he would pay about the 
same amount to have his clothes 
sent out to a commercial laundry. 
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CONSTRUCTA provides dealer dis- 
plays like the one above to retailers 
to sell Germans leading “wasch- 
automate.” 
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In quality...in sales... 
in exclusive features 


World’s fastest 


selling 


jower = CHANNEL 


remote control 


TV 


Zenith—the pioneer in remote control television tuning— 
introduced a remote control unit as early as 1950! And in 
1960, Zenith introduced a new advanced Space Command® 
control unit—smaller and more compact for even more 
convenient remote TV tuning. Today, Zenith’s exclusive 
Space Command remote control TV tuning—with no cords, 
no wires, no batteries, no transistors—is the greatest con- 
venience feature in TV. It gives Dealers the most powerful 
step-up selling story in the industry. 

For 42 years, Zenith has specialized exclusively in radi- 
onics; has concentrated all its creative efforts toward one 


goal: to continually give the customer something better. 
This constant effort to create new consumer benefits has 
earned for Zenith a position of Leadership in the develop- 
ment of exclusive product features. And Zenith determina- 
tion to apply only the most stringent standards to its prod- 
ucts, has further earned for Zenith not only Leadership in 
quality, but Leadership in consumer acceptance as well. 

For when you lead the field with convenience features 
like Space Command, or with quality features like Zenith’s 
handcrafted, horizontal chassis—it’s so much easier to 


attract and sell customers. 
4 
: 





The quality goes in 


ZENITH RADIO CORPORATION, CHICAGO 
39, ILLINOIS. IN CANADA: ZENITH RADIO 
CORPORATION OF CANADA LTD., 
TORONTO, ONTARIO. The Royalty of tele- 
vision, stereophonic high fidelity instruments, 
phonographs, radios and hearing aids. 42 
years of leadership in radionics exclusively. 







before the name goes on 


ZAWNITH. 








“Il Make More Money on Color...’ 


“,..than I do on black and white TV,” says M. W. Kehler 


EM WEEK'S 
SPECIAL 


TV 


REPORT 





CONVINCING WIFE thot there’s plenty of color 
programing on the air, Kehler flips through thick 
hed pr ye, empnasizes program S 
m 1 be of interest to a woman. Kehler 
J sunt tho trycte Nn programs, in 

» of color TV 
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of A & K Radio-TV, Redwood City, Calif. “I don’t use flam- 
boyant promotion to sell color because I’m a relatively 
small dealer ($268,000 gross last year from sales and 
service of TV, radio and hi-fi). Even so, in the last 15 
months I’ve made a gross profit of $18,725 on color and 
only $17,765 on black and white. Here’s how we build 
volume and profits on color.” As told to HOWARD EMERSON. 


We Convert 
the Wives 


“Wives are the biggest handicap we face as 
dealers trying for volume in color TV—but at the 
same time, these wives consistently give us our 
best chance to make a good profit from color. 
“We follow a three-step program to do this. 
Our job is to show the woman that there is 
enough color on the air, that she will like the 
color programs, and that the color set will be 
an addition to her home. We do it this way: 
“We start by impressing the wife with the 
number of color shows on the air. Now, there’s 
a way to do this. Our best approach is to pin- 
point the programs. We fumble with the 7 or 
8 pages of legal size paper on which the distrib- 
utor prints the week’s programs. We don’t men- 
tion how many hours of programing each 
night, or try to list all of them. While flopping 
the pages over, appearing to be scanning sev- 
eral hundred shows, we comment ‘. . . remember 
when there weren't half this many black and 
white shows on TV? It wasn’t.so long ago, was 
it?’ Then we make our pitch. ‘Have you seen the 
women’s fashions on the Arthur Murray show? 


My wife is intrigued with them. And the Dinah 
Shore show?’ 

“Of course, we are trying not only to hold 
the prospects but to set them up for our second 
step which is a private showing of color TV in 
the store at a time when the program will help 
sell the set—that’s our most successful profitable 
closer. 

“From the woman’s reaction to the programs 
we mention we judge which might be most en- 
joyable and consequently do the most to sell 
her. Then we suggest that the couple come to 
the store—or we will pick them up and drive 
them here—on the evening of that show. 

“We make a small production of the evening. 
Coffee is prepared here and if it is a 9 or 9:30 
show we might have some cake or pastry. After 
the couple has agreed to come over, before we 
part, we suggest that they bring another couple 
or two and make a party of it. 

During the program we let the color do its 
own selling. We find that it is best to relax and 
let the prospects relax. 

“Free home demonstration, of course, is the 
next step. | won't elaborate on this because the 
same procedure is available to all dealers. What 
is important right here is that this whole routine 
has produced a color TV customer on a basis 
other than price—therefore the door is wide 
open for us to make a fair profit 
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We Make Inventory 
Work for Us 
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“We carry an inventory of color sets that, ob- 
viously, is out of proportion to our volume of 
color sales. We keep at least 15 color sets dis- 
played on our floor, four in the window, and 
about 20 or so in back-up stock. However, we 
look at this inventory—about a five months’ stock 
—as a sales and promotion tool. Here’s how it 
serves us in two different situations: 

“When objecting wives have been converted, 
our attention to inventory pays off. 

“Once she has no objection to color, a woman 


We Make Color 
Sell Color 





“There can be more profit in color TV if the 
dealer finds out where to lower some of the 
sales costs that are a problem with a product 
that is not yet fully accepted. Getting live pros- 
pects, for example, that have been sifted out of 
the thousands of TV users and buyers that just 
aren’t yet close enough to thinking about color to 
justify a dealer spending time on them. 

“Keeping a color set operating in the store 
window during the evening hours is now a very 
practical promotion. We control it by timeclock 
to operate only when a color show is on the air. 
We set the timing each afternoon just before we 
leave. (A & K is open only on Thursday nights.) 
The promotional value is three-fold: 

“A. We re-sell hundreds of people each month 
—those who have a very poor impression of 
color TV. A majority of the people in Redwood 
have seen a color show, but it was during the 
early days when, frankly, there was often much 


We Make Service 
Work for Us 





“Color TV service is a major factor in our profit 
picture here at A & K. We started the department 
five years ago by giving two of our men fac- 
tory Ireining. Now we have five men fully quali- 
fied to service any make of color set. We have 
about $600 in equipment for color Service. 

“Color TV service is a profitable sales tool in 
two ways. It helps us convince people that color 
is dependable. And aids us in closing prospects 
who want color but who may have heard of 
other dealers and other deals. 

“For the skeptical, we can show our color 
service setup, explain that we couldn't afford 
to offer a year’s service policy for $69.95, the 
same amount charged only a year ago for a 
black and white policy, unless we knew that 
color sets now are relatively trouble free. 

“We also profit by making a specialty of being 


‘It's been profitable to us in many ways to share 
our knowledge of color TV service with the rest 
of the industry in this area. Our most ambitious 
effort was to organize a color service school 
for the TV servicemen. We set up the plans, then 
got the sponsorship of the county service deal- 
ers’ association plus the help of Bob McLean 
from the factory as the instructor. Once a week 
for 10 weeks we held two-hour classes here in 
our shop. Thirty-four servicemen registered and 








forgets about programs, face tints, hues, blend- 
ing, stability, etc. She thinks now about her liv- 
ing room. And we encourage her. 

“Because we have so many models on display, 
the woman can go from cabinet to cabinet, feel- 
ing the wood, looking at the style and the polish. 

“The extra large display of color sets in our 
store also produces sales at low cost by making 
prospects out of the people who come into our 
service department. Many of them have been 
given an estimate for repairs on an old set. Once 
these service customers are in the store, and the 
time comes for them to decide whether to service 
the old set or buy a new one, our color set dis- 
play takes effect. 

“We've seen several women roam away from 
the black and white department to the color de- 
partment to look at the better cabinets. In some 
cases it has led to color sales. 


to be desired. Now, when they see the pictures 
we offer, we prove that the sets offer good color. 

“B. We reach hundreds of people who have 
never seen color TV. It is @ minority in our mar- 
ket area, but an important group—particularly 
important for us to reach with a top-notch color 
picture that associates A & K with color TV. 

“C. We overcome one of the biggest mental 
objections to buying a color TV set by leaving 
the set unattended in the evening. ‘Color tele- 
vision isn’t dependable,’ so many say. So we put 
a card on top our window set, and it reads: 
‘Color TV is now so dependable that we can 
leave this set unattended for your pleasure while 
we watch color TV comfortably at home.’ 

“Occasionally we've used four-color advertise- 
ments in the newspaper to push color TV. It is 
worth the additional cost to get two results: 1. 
The much greater attention.value from all read- 
ers that insures our message’s being read and a 
few prospects created; 2. The immediate atten- 
tion of the families already interested in color 
TV or who are in the market for a black and 
white set. 

“Using color in our direct mail produces pros- 
pects at lower cost. We use a letterhead printed 
in four-color to feature color TV beside our name. 
This is used for all correspondence regarding 


able to handle color TV service in the home—at 
least 90% of it. Of course, that’s a sales tool too. 
Prospective customers like the idea of not having 
their precious color set taken off to a shop. 

“To be able to handle so much of our color 
service in the home we have to have, first, very 
experienced men. In addition, the right instru- 
ments help. Our men go on a color service job 
with a dot-crosshatch generator and a color bar 
generator, plus a tube checker and the normal 
home service equipment. With this equipment 
and their experience, our men can make the 
average home repair of a color set in less than 
one hour. This means a profit to us, because we 
carry our own service warranties. If we had to 
bring half the sets into the shop we’d have a 
tough time making out on that $69.95 warranty 

-which, incidentally, we add to the manufactur- 
er’s 90-day warranty, giving the purchaser in 
effect a 15 months’ warranty. After 12 months, 
however, we charge for parts. 


COMPLETING 90% of color service in the home 
works two ways for A & K. First, it's a positive 
sales too! and impresses customer. Second, it's more 
economical than pulling set for shop work. 


We Encourage Independent Service 


the average attendance came to 31. 

“The profit to us came from the influence this 
color service instruction had on the independent 
TV servicemen who attended. In fact, it was their 
previous attitude that did a lot to inspire our 
starting the training. They had been talking 
down color to the people who were having their 
sets repaired and it was having a serious effect 
on the people whose old sets were finished. 
They would have to buy a new TV and many 










FEELING A FINISH, actually seeing a cabinet 
style, does far better job of selling a woman than 
merely showing her a catalog picture, says Kehler 
in justifying his big inventory of color sets. 


service, radio, stereo and record purchases. 
Then we reprinted on this letterhead an article 
by the best known TV editor in the area—it tells 
how he has become convinced that color TV is 
now a good idea and why people should buy it. 





CLOCK-CONTROLLED COLOR SET in store 
window not only draws crowds at night but serves 
as imphied testimonial for trouble-free reliability 
of present day color sets. 
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were logical prospects for color sets. Their serv- 
icemen didn’t sell TV but the people relied on 
their judgment and often asked their advice 
before going to a dealer. Not knowing how to 
service color, and usually misinformed about the 
difficulty of handling such service, these inde- 
pendent servicemen were telling their customer 
that color was not ready and would not advise 
buying it. You should have seen the change in 
their attitude after about five sessions. You could 
see their fear disappear. Then they became in 
terested in the color sets and the circuits, like 
having a new toy. Before the course was over 
they were enthusiastic.” 





My preceding column was in- 
tended to show how sensible sched- 
uling can step up a dealer’s service 
department production appreciably 
if he is suffering from the common 
problem of clerical and sales help 
who are addicted to the ‘rush-order 





BROCKWELL says 


‘Clerks Can Time 
Orders For Service’ 


habit.” (As I pointed out, some 
servicing dealers’ employees mark 
virtually every service order “rush” 
or “at once.’’) 


So I'll presume you’ve read the pre- 
ceding column and that your em- 


ployees either have broken the 
“rush-order habit” or have never 
fallen into it. 

Equally essential to peaceable 
service department operation is that 
call takers be able to time roughly 
service assignments and thus mini- 
mize the risk of making appoint- 
ments which the repairer cannot 
keep. No method of timing by per- 
sons unfamiliar with the technical 
aspects of the business can be fool- 
proof, of course, for even a seasoned 
serviceman will occasionally under- 
estimate the time he needs to doa 
specific job. But if he seems forever 
in hot water with the clientele be- 
cause he’s more often tardy than 
punctual, I suggest a simple remedy 
in the form of an “average job- 
time reference chart” for call takers’ 
use which would read something 
like this: 
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less steel top. 








BLACKSTONE has the top-of-the-line 


automatic washer that’s different 








First off—Your prospect has her choice of either a white enamel or a lifetime stain- 


Secondly—Blackstone’s best has a simple-to-use “‘Wash-and-Wear” cycle that 
really works. And it works perfectly every time because it’s a “locked-in” cycle 
with everything pre-set. Water temperature, washing speed, rinse temperature and 
spin speed were worked out with America’s leading fabric manufacturers. Once the 
control knob is turned to ““Wash-and-Wear’”’ all other controls become inoperative 
and these fabrics come out laundered perfectly every time. 

Two other cycles are available—one for regular fabrics and one for delicates. 
Both offer the housewife complete flexibility. See the top model that’s different 
—it’s simple to use, simple to sell and simple to service—the Blackstone WAC-75. 





America’s 


Fastest Growing Laundry Line 


Blackstone Corporation, 1111 Allen Street, Jamestown, N. Y. 


11-2221 

















Average Time—Servicing 


Repair Services 

(A) New business. On-the-spot 
adjustments, minor repairs, the ini- 
tial visit where unstocked parts are 
Ea ED a as icssieck 1 hr. 

(B) Return visit for major repairs. 
Mechanism repair or exchange, re- 
moval and reinstallation of liner 
(range or refrigerator), renewal of 
large structural parts _.......... 4 hrs. 

(C) Return visit for medium re- 
pairs. Renewal of easily reached or 
exterior parts, such as belt, pulley, 
water pump, certain motors, relays, 


controls and the like _............. 2 hrs. 
Installations* 
(A) Window-type air 
conditioner __............... 2 hrs. 
(B) Automatic clothes 
ee 1 hr. 
(C) Washer-dryer .............. 2 hrs. 
CPP: MONDO oc Acvcicccasninstarioyietse 1 hr. 
(E) Electric range ............ 1 hr. 


*Note: Since interior house wiring 
and piping are usually installed by 
qualified electricians and plumbers 
it is presumed that suitable wiring 
and plumbing exist at the appli- 
ance’s point of connection. 


Let your serviceman see this sam- 
ple chart before you consider using 
it as it is. There’s a good chance 
he’ll suggest modifying it. He might, 
for example, want to alter one or 
more of the time units or add or de- 
lete one or more entries to tailor the 
chart to suit your operation. As you 
well know, every service organiza- 
tion has its peculiarities. Urge your 
serviceman to keep the chart simple, 
though. Too many subdivisions will 
complicate it—make it troublesome 
to use quickly and effectively. Time 
allowances should be ample rather 
than skimpy. 


Be sure, however, to explain the 
purpose of the chart to your service- 
man before you even show him the 
sample. If he. gets the notion that 
some remote. seribe is trying to pin 
him down by fitting all his madden- 
ingly varied tasks neatly into eight 
time slots, he’s likely to blow a fuse. 
And who wouldn’t under similar 
circumstances? 

After you two have worked out 
the chart’s final figures and entries, 
have a stenographer make enough 
copies of it so that you can put one 
in every spot in the store and office 
where service calls are received or 
assigned. 

When you brief your clerical 
people on the use of the chart, don’t 
forget to point out to them that re- 
turn-visit orders for out-of-warran- 
ty service usually can be rather ac- 
curately timed without referring to 
the chart if the serviceman, when 
he made the initial call, wrote his 
estimated labor on the order to 
cover completion of the work. 


ABOUT THE AUTHOR—P. T. Brock- 
well’s name is a familiar one to the 
readers of EM Week. His articles on 
effective service management have 
earned him a wide following among 
appliance dealers and his two series of 
articles on repairing both major and 
small appliances have been reprinted 
in book form by the McGraw-Hill Book 
Co. A serviceman himself for many 
years, Brockwell turned to writing 
when eye trouble forced him to leave 
the service field. But his years of ex- 
perience have stood him in good stead 
and appliance dealers all across the 
country have no trouble in recognizing 
that Brockwell knows what he’s talk- 
ing about when he discusses service 
problems. 
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“About the only thing new on this year’s model is the spiff—it’s 
higher.” 
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“Say, aren’t you the same salesman who told me to step up to a big 
21-inch screen?” 
































“This is the fringe benefit I mentioned—you can watch TV when 
nothing’s doing.” “Will you kindly stop demonstrating while I’m demonstrating!” 





It’s timely! It’s exciting! 
It has everything to 
produce sales! _~\~« 





feature “platform’’ ever 
put together! 


HURRY! HURRY! SEE YOUR 
RCA WHIRLPOOL DISTRIBUTOR. 
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RCA WHIRLPOOL 
DEALERS! - 


... plus an expense-free 
vacation trip for 
laundry appliance dealers 


od +® 


PYT: G61 Pick Your Trip 


Paris — Madrid — Rome, Mexico City — Acapulco, 
Hawaii, Las Vegas or Miami! 














Your family will love our family of home appliances 
Whinlpool 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Ga 


odemorks fg and RCA 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


A continuation of electric housewares items for fall 
selling e King refrigerator-freezer units e Magnavox 
combination TV-Stereo theatre e Zenith AM radio e 


Webcor tape recorders 


TTT 


KING Refrigerator-Freezer Units 


“King Twins” freezer-refrigerator 
combination is announced by King. 
Identical in outward appearance 


and in many construction features, 
the refrigerator has 7.4-cu.-ft. capac- 
ity, the freezer, 6 cu. ft. Units stand 
by themselves or may be built into 





the wall, can be used individually or 
as a package, side-by-side or stacked. 
No. LBF 28, “square look” upright 
freezer, has 190 lbs. capacity, measures 
341%2x28x24 in. Shelves are refriger- 
ated for fast, sharp freezing; inner 
door shelves are large. 

No. LBR 28, upright refrigerator, has 
same exterior with 20 lbs. frozen food 
storage plus 2 ice cube trays with in- 
dividual cube cups; large vegetable 
and fruit crisper; inner door shelves. 
Both are finished with 2 coats hi- 
baked enamel; have magnetic door 
gaskets; adjustable cold controls; dry- 
wall construction; right or left-hand 
doors; flush-type hinges; rock wool 
or Fibergias insulation; adjustable 
leveling glides. King Refrigerator 
Corp., 76-02, Woodhaven Blvd., Glen- 
daie 27, N. Y. 


Super-Deluxe OSTERIZER 


The John Oster Co, announces the No. 
442-01 Super-Deluxe Osterizer with 
handled container and increased 5- 
cup capacity. 

All Osterizer features are retained: 
permanent handle that never slips; 
removable full oz. measuring cup in 
cover; graduated, marked container. 

To blend heavier loads and con- 
sistencies the Super-Deluxe has been 
equipped with a more powerful mo- 
tor at high and low speeds. Switch is 
designed to go from off to low or 
from off to high. 

No. 433 icer and No. 415 juicer- 
slicer-shredder attachments are also 
available, and thread perfectly into 
the all-chrome base. 

Price, $56.95. The John Oster Mfg. 
Co., 5055 N. Lydell Ave., Milwaukee 
17, Wis. 
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COLUMBIA Brisker 


The Brisker, No. 678, is a food de- 
humidifier: it keeps crisp and crunchy 
foods oven fresh—such as crackers, 
cookies, cereals, nuts, corn chips, po- 
tato chips, salt, sugar, coffee, hard 
candy, popcorn, gelatins and other 
foods affected by moisture and hu- 
midity. 

It provides a cabinet for storing 
these foods, and is designed to fit the 
decor of any kitchen. Made of chrome- 
plated steel and aluminum and black 
high-impact modified styrene, it has 
recessed handles molded into the ends 
for easy carrying. The black door 
handle matches the ends. A magnet 
catch insures door staying shut; to 
open you pull door handle lightly. The 
cabinet measures 18% in. long, 11 in. 
wide and high; operates on ac or de, 
115v, and uses 12w; 6v, 12v and 32v 





models are also available for boats 
and trailers, by special order. 

Price, $19.95. Made by Columbia Mfg. 
Co., Columbia, Miss. Distributed in 
the Midwest by Graybar Electric Co., 
Inc., Chicago. 





WEST BEND Toasters 


A pair of automatic “pop-up” toasters 
are announced by West Bend. 

Both 2-slice and 4-slice models fea- 
ture radiant thermostatic control. 





Toasting time is regulated by surface 
temperature of the bread, so that even 
frozen bread can be _ perfectly 
browned, it is also possible to reheat 
cold toast or waffles with almost no 
change in degree of “doneness.” 

Smart new slim-line design, takes 
up little room in kitchen. Simple to 
operate, just push down the lever to 
lower bread and start silent thermo- 
static action; toast pops up automati- 
cally when done. Toasts one slice as 
perfectiy as 2 or 4 by using the well 
marked “single slice.” 

Chrome-plated with black plastic 
base and trim; brass-colored “wheat” 
motif on side panels; hinged crumb 
trays; Selectone adjustment for light 
to dark control of toasting; No. 3232E, 
2-slice, 1050w; 4-slice, 1650w. 
Prices, 2-slice, $17.95; 4-slice, $24.95. 
West Bend Aluminum Co., West Bend, 
Wis. 





BVI Can Opener 


BVI deluxe automatic can opener has 
a blue cutting point that opens all 
size and shape cans. Burgess Vibro- 
crafters, Inc., Grayslake, Il. 
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MERIT Mixer 

This portable mixer has 3 speeds; 
beater ejector; large beaters; power- 
ful motor. Price, $14.95. Merit Enter- 
prises, 577 Wortman Ave., Brooklyn. 





CASCO Blanket 


Casco “Park Lane” nylon blend blan- 
ket has 6-in. nylon  binding,~ 3-Ib. 
shell; custom convertible contour; 
fade- and moth-proof; machine wash- 
able; pink, blue, green or beige. Price, 
$21.95, twin size to $49.95, king size. 
Casco Products Corp., Bridgeport 2. 





BERSTED Toaster 


Fostoria No. 34100 toaster is thermo- 
statically controlled; has silent pop- 
up mechanism; 9-position adjustable 
color control; chrome finish; black 
plastic end panels; 850w; ac only. 
Bersted Mfg. Div., McGraw-Edison 
Co., Boonville, Mo. 


























HANDY-HANNAH 
Vaporizers 


Two modern design, all-plastic, un- 
breakable, vaporizers have been add- 
ed to the Handy-Hannah line. 

All sides are translucent so water 
level may be seen at all times 
Prices, the 1'%-gal. size, suggested, 
$8.95; the 1-gal. size, suggested $6.95. 
Handy-Hannah Products, Sub., Lan- 
ders, Frary & Clark, 47 Center St., 
New Britain, Conn. 








SUNBEAM Trimmer 


Sunbeam shrub and hedge trimmer 
is rated at 230w; features a built-in 
safety clutch in the output gear as- 
sembly for protection to motor and 
other moving parts; a cutter bar that 
has 3 notches ground on the side of 
each tooth and a stub-type 3-wire 
cord. It also has a reversible handle 
and ,a handy on-off switch. Price, 
$49.95. Sunbeam Corp., 5600 Roose- 
velt Rd., Chicago 50. 
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i960 FRIGIDAIRE 
DISHWASHER LINE 


IS MOBILIZED FOR SALES ACTION! 





New Frigidaire “Dishmobile’— 
full size, mobile, front-loading, 
no installation 


Here’s your entry into the “buy-now, build-in later” 
market. Offers all the features of the Frigidaire DeLuxe 
Under-counter model— and it’s on wheels. Perfect for the 





renter, the apartment dweller, and the whole existing 
home market — no installation or remodeling cost. Single 
Dish-Minder Dial is easy to reach, easy to operate. Holds 
—and stores—full day’s dishes for average family of four, 
as do all Frigidaire Under-counter and Free-standing mod- 
els. In five Kitchen Rainbow Colors and White, with 
Maple Wood Chopping Block Top. 


Frigidaire Budget Mobile. The ideal mod- 
el for small kitchens, apartments, renters, 
newlyweds—the entire low-budget market. 
Top-loading, low-priced—a perfect pro- 
motional model to build store traffic. 


Exclusive Swirling Water Washing Action 
forces water — too hot to touch — directly 
over every soiled surface. No dish can hide. 


Custom Imperial models feature two de- 
gent washes and “Spots-Away” rinse to 


combat spotting 


PRODUCT OF GENERAL MOTORS 


Frigidaire Free-standing. For the family 
with space near the sink without the cost of 
built-in carpentry. This Custom Imperial 
model features front-loading, big capac- 
ity, and Swirling Water Washing Action. 








Frigidaire Under-counter. For new homes 
and remodeled kitchens. Offers same fea- 
tures as the Dishmobile. Sheer Look styling 
blends elegantly with any kitchen decor. 
Custom Imperial and DeLuxe models. 


Frigidaire Dishwasher-Sink Combination. 
For new home and remodeling prospects, 
a Frigidaire Custom Imperial Under- 
counter Dishwasher and a compact porce- 
lain enamel 48” sink. Single lever faucet. 


Blast for Business—all the dishwasher 
business—with the full Frigidaire line. 
For more information, call your Frigidaire 
District Office, or write Frigidaire 
Division, Dayton 1, Ohio 
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MILLER Clock 


Built-in wall clock No. 6737 has Ara- 
bic numerals 1% in. high, brass or 
black 9 to 12-in. dial; $17.95. Howard 
Miller Clock Co., Zeeland, Mich. 















CORY Can Opener 


“Compact” DCWT is 8% in. high for 
table, counter or wall; white with 
brushed chrome. $24.95. Cory Corp., 
3200 W. Peterson, Chicago 45. 








SPERTI Sunlamp 

“Sun Valley,” No. 109, mercury-vapor 
sunlamp has an outer plastic housing, 
chrome-plated metal reflector; 3- 
position focusing. Uses a 425w CU- 
29 Sperti ultraviolet tube; 110-120v. 
Price, $19.95. Sperti-Faraday, Inc., 
Adrian, Mich. 
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HANDY-HANNAH Dryer 


This new hair dryer has 4 controlled 
heats and large attached cap. New 
control unit is simple; extra long cord 
and shoulder strap for easier use. 
Price, $21.95 Handy-Hannah Products 
Sub. Landers, Frary & Clark, New 
Britain, Conn. 








ROTHERM Humidifier 


Rotherm portable humidifier provides 
instant, controlled atmosphere with 
85 to 90% relative humidity at about 
5 degs. over room temperature with- 


out condensation. 

It is a combination of a water con- 
tainer with an electric heating ele- 
ment suspended above the water 
level and a spinner attached to an 
electric motor designed to lift drops 
of water centrifugally from the con- 
tainer and spray them against the 
element causing vaporization. 

A fan attached to the motor draws 
circulating air over the element. It 
picks up the humidity from the water 
discharged against the element, forc- 
ing circulation of vapor into room. 

A float control switch responds to 
the water level in the container, and 
shuts off current when water reaches 
its low level. Provides ?2 hrs. contin- 
uous operation. Comes in ivory, pink 
and turquoise. Can be moved from 
room to room. Rotherm Engineering 
Co., Inc., 7280 W. Devon Ave., Chi- 
cago 31. 





ELECTRO-AIRE Cleaner 


A new “single room” air cleaner, No. 
3-A, has recessed instrument panel, 
beaded chrome trim, colored plastic 
knob. It is completely restyled version 
of former No. 3. 

A specially designed molded plastic 
grille is used over the air outlet. The 
new electrical system has an automa- 
tic high tension connection, new high 
re-actance transformer; new system of 
electrical interlock for safety; 200 cfm 
capacity; maintains 90% efficiency in 
removing cigarette smoke, pollen, 
dust, dirt, etc. 

Designed for homes and apartments 
without forced air heating systems, 
it can be used in doctor’s offices, con- 
ference rooms etc.; weighs 51 lbs.; 
consumes 27w; tan leatherette enamel. 
Electro-Aire Cleaner Co., Inc., Olivia 
& Sproul Sts., MeKees Rocks, Pa. 
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BEFORE YOU TOSS 
THIS AD IN THE 
WASTEBASKET 
—-PUT THE 
WASTEBASKET 
IN YOUR SAFE! 


This is a promotion from Columbia Phonographs that 
you can convert into quick cash money—big money! 


We’re breaking across the country with smash ads on 
the hottest stereo portable phonograph of the year— 
low-priced and automatic — backed by a “customer 
bonus” offer that’s a real traffic-builder! It is the 
Columbia Model C-1209—a whale of a lot of stereo and 
styling for a suggested list price of $79.95. 


It’s one of the year’s best values from Columbia. But 
that’s not all! To put a cherry on the sundae, the pro- 
motion includes with each C-1209 stereo portable the 
greatest, most popular recording artists in the music 
world...on fabulous Columbia “Stereo 7” singles! 
With every sale of a Columbia C-1209, you give your 
customer a library of six of these new Columbia 
“Stereo 7” singles, featuring the very top recording 
stars today—Mitch Miller, Percy Faith, Doris Day, 
Andre Kostelanetz, the Kirby Stone Four, Johnny 
Mathis, and Ray Conniff. 

Columbia wraps up the whole deal for you so you'll 
corner the phonograph market with the year’s biggest 
value in a low-priced automatic stereo/hi-fi portable, 
and six records, at only $79.95. 


Just one more reason 
why means 
business in phonographs 

—BIG BUSINESS 





















MORE DEALERS BUY AND READ 
ELECTRICAL. MERCHANDISING WEEK 
THAN ANY OTHER 

APPLIANCE PUBLICATION 


EVERY MONDAY THE PROS READ 
ELECTRICAL 


MERCHANDISING, (774 
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New Sylvania reflection-free 19" TV 








New Sylvania “satin finish’’ screen does away with 
mirrorlike reflections that make viewing difficult. 





Compact fine-furniture cabinet is slim, trim, easy to tote 
about with convenient carrying handles. Available in 
styling to match Early American fruitwood, or smart 
Contemporary mahogany, blonde oak or walnut furniture. 
Model 19TO1. Legs optional. 


Model 19T01. Early American styling with finish to match fruitwood furniture. 


Optional matching bases in all finishes. 





y 


New Sylvania reflection-free 23" T\ 









« 


Better looking off with reflection-free “satin finish” screen 
—new Woodblend HaloLight® that blends with the cabi- 
net—new fine-furniture cabinetry, including models by 
Heywood-Wakefield. 






Better looking on with new reflection-free picture—new 
Woodblend HaloLight surround-lighting that lights up 
and blends with the picture—big squared 23” screen with 
shatterproof Bonded Shield. 





*174 sq. in. viewing area +275 sq. in. viewing area 


Model 23C35 in walnut veneer. Also in finishes to match mahogany and blonde oak furniture 


For ’61...only Sylvania gives you 
reflection-free 235" and 19"'TV 


(measured diagonally) 












From 19” models suggested to retail as low as $189.95 to 23” consoles in cabinets 
by Heywood-Wakefield—every Sylvania reflection-free TV has a special “satin 
finish” safety screen that eliminates glassy reflections from lamps, windows, 
interiors. Bonded right to the picture tube, this safety screen also prevents dust 
from being trapped on the tube face. Result: a brighter, clearer picture. 
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We're pre-selling your prospects with 4-color ads in top national magazines and 
with persuasive commercials on NBC radio. And to bring traffic on the run, 
you can offer a complimentary bottle of Lanvin “My Sin” perfume to everyone 


Ordinary TV reflects Sylvania TV is reftec- 


: oi adie : : s ee light from lamps, windows, in- _tion-free, and much easier to 
who comes to your store for a 61 Sylvania demonstration. Call your distributor teriors—picture is “boxed in” by watch with new Woodblend 
today. Sylvania Home Electronics Corp., Batavia, N. Y. Healemani.dnenih ts eaticts. HaloLight surround-lighting. 





PSYLVANIA 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS 
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MAGNAVOX 
Stereo Theatre 


Magnavox Imperial Stereo Theatre 24 
combines TV, hi-fi stereo, and AM-FM 
radio in fine period furniture cabinets. 

The TV unit is a 24-in. Gold Seal, 
hand-wired, chassis which has 19 
tubes including rectifier, with uni- 
form focus to edge of screen, chrom- 
atic optical filter; slanted reflection 
barrier, and safety glass; automatic 
picture and sound stabilizers; illumi- 
nated channel selector dial; 20,000v 
picture power. 

The 2-channel, 20w stereo hi-fi am- 
plifier has 7 tubes including recti- 
fier; 2 Magnavox 15-in. bass speakers 
plus 21,000 cycle exponential treble 
horns. Automatic 4-speed record 
changer with dynamically balanced 
turntable is free from rumble, wow 
or flutter; has a stereo diamond pick- 






up which is compatible for all mon- 
aural and stereo records. 

A 5-position panoramic selector 
makes it possible to enjoy stereo in 1 
or more rooms. Jacks for multiplexing 
are provided in addition to an 8-tube 
AM-FM radio tuner. A_ 6-position 
switch enables selection of type en- 
tertainment desired. 

Cabinet comes in cherry provincial; 
traditional mahogany; Contemporary 
in dark or light walnut. The Magna- 
vox Co., Ft. Wayne, Ind. 





ZENITH “Noise-Suppressing”’ 


Zenith announces an advanced AM 
radio, especially designed for desk 
and office use. The set is equipped 
with a new Zenith “Filter-tenna” 
that reduces interference from many 
types of electrical equipment used in 
an office, and also makes it possible 





AM Radio 


to enjoy reception from many weak, 
distant stations that cannot be heard 
under similar conditions without the 
“noise” suppressing device. 

Zephyr, F615, new ac-dc set has 
tapered cabinet design, “picture frame” 
front, and finished back. A 7x5-in. 
speaker is tilted to direct sound up, 
out and toward the listener. A 
variable tone control adjusts tone. 
Other features include a tuned radio 
frequency stage with 3-gang tuning 
condenser; “bass boost” circuit; pre- 
cision vernier tuning; enlarged sta- 
tion numerals on tuning dial for 
quick “on-sight” identification. Char- 
coal with ivory grille; cadet blue with 
blue mist; or tan with beige grille. 
Silver or Roman gold trim. 

Price, $39.95. Zenith Sales Corp., 6001 
W. Dickens Ave., Chicago 39. 








ee 
WEBCOR ROYALITE 
WEBCOR Tape Recorders 


Five new self-contained portable tape 
recorders are featured in the 1961 
Webcor line, ranging from the 4%- 
lb. aluminum Microcorder to the 32- 
lb. Regent Coronet, a 4-track machine 
that records and plays back stereo or 
monaural and features add-track 
which allows listening and recording 
simultaneously on same track. 
Royalite II, with or without stereo 
playback, weighs 19 lbs. in scuff- 
resistant case; features pushbutton 
operation: 3-speed selection for dual- 
track recording, professional editing 
key; cathode ray recording level indi- 
cator; numerical tape counter and 
automatic shut-off. The stereo model 
plays 2- and 4-track stereo tapes. 
Regent No. 2005, heavy-duty lever 
controlled model, weighs 28 lbs; re- 
cords and plays back in 3 speeds. 
Regent Coronet No. 2107 is completely 
self-contained with 2 ceramic-element 
stereo microphones, 2 wide-range 
speakers, 1 for each channel; jacks 
for microphones and other standard 
input cords; add-track; output jacks 
for playing through external ampli- 
fier systems or duplicating stereo 
tapes to another stereo recorder; 2- or 





WEBCOR ROYAL CORONET _ 


4-track recording. 

Microcorder No. 2104 weighs 4% lbs., 
is powered by a 9v battery and 6 
penlite batteries with accessory con- 
verters from auto cigar lighter re- 
ceptacle or ac outlet. Black pebble 
and satin finish. Records more than 
1 hr. on 2-track reel, plays back at 2 
speeds. 

Viscount No. 2103 budget priced 
model weighs 26 lbs., includes all 
basic essentials for monaural record- 
ing and playback. 

Prices, from $139.95 for Viscount to 
$249.95 for Royalite with stereo. 
Webcor, Inc., 5610 W. Bloomingdale 
Ave., Chicago 39. 


WEBCOR MICROCORDER 
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Dexter Dexter 
Model 1-D9 Model 1-D5 
QUICKTWIN Conventional 


TOPPING THE WASHER INDUSTRY 
IN RATE OF SALES INCREASE 


The Dexter Quicktwin (of which 4 new ’61 Models 

are now available), is being bought by many homes to 
replace an automatic, and the Quicktwin’s rate of 
national sales increase in 1960 to date, greatly exceeds 
that of any other type of washer. 


Why? 


Partly because the Quicktwin saves your customer a 
reat deal of money, while at the same time giving you, 

the dealer, more dollars of profit than does 

the average automatic sale. 


Impossible? Not at all. 


Your customer readily buys a Quicktwin because 

(a) it gets her clothes much cleaner without bleaching 
(b) costs her only 1/3 as much in 15 years as any 
automatic would (c) gets the whole week’s wash done in 
less than one hour (d) is widely and safely sold on a 30-day 
money-back guarantee of complete satisfaction. 


And you, the dealer, can keep more profit on a Quicktwin 
sale, because it is a unique type of washer not exposed to 
“footballing.” A Dexter franchise gives you real protection 
on the fast-selling, money-saving Quicktwin. 


ALSO 12 NEW 
“CONVENTIONAL” BEAUTIES 


Like the 4 new Dexter Quicktwins, the 12 new Dexter “conventional” 
models are tops in design and sales appeal. They bracket every 
price range at highly competitive prices. With Dexter’s unequalled 
service record, you can KEEP your profit on 
Dexter conventional models also. 


See your Dexter 
Distributor or write. 


FAIRFIELD, IOWA 
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FOR I9GI...NEW DIMENSIONS IN TV 


erformance 


with up to 45% more picture-pulling power! 
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NOW sc, CLEARER 
TV PICTURE 























ae = The EDGEWOOD Series 231-BER-62. New RCA Victor full-picture 23” 

— (23” tube overall diagonal —282 sq. in. picture) TV with TV’s most 
powerful tuner RCA Victor’s New Vista Tuner! Features 5-function 
“Wireless Wizard’? Remote Control, Touch-Bar Channel Selector, 
New High-Gain Chassis, RCA Victor Security Sealed Circuits. 


Also available without remote control as the GLENVIEW, Series 231-BE-62 
8 ’ P 
. Lipsy 
_ M \ . ee - 
“a A ee ae 


WITH EXCLUSIVE 


NEW VISTA TUNER 


Great news! Now, you can sell TV with to give 30% more picture-pulling power 

today’s brightest, clearest, best picture than ever before. 

—even from hard-to-get, far away sta- Demonstrate RCA Victor “NewVista” 

tions! It’s RCA Victor TV featuring the 

exclusive New Vista Tuner. Only RCA 
. Victor engineering leadership could give 

Big ronson fer the incronced power of the you TV’s newest, most powerful tuner. 
















TV against any set on the market. Your 
prospects will sell themselves! = tmxs@ 
























New Vista Tuner is the Nuvistor tube. This 

amazing electronic innovation created by Revolutionary new RCA Nuvistor tu 

RCA engineering research, combined with é y : : c ibe The Most Trusted Name 
advance circuitry design, gives RCA Victor and special high-gain circuitry combine 


in Television 


RADIO CORPORATION OF AMERICA 


“New Vista’”’ TV 30% more picture-pulling 
power—for the clearest, sharpest pictures 
ever! 
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BSR (USA) Limited—Frederic H. C. 
Wise was elected chairman of the 
board to complete the realignment 
of executive responsibilities in the 
U. S. sales organization of Birming- 
ham Sound Reproducers, Ltd., of 
Great Britain. Wise, who is one of 
the directors of the British company, 
will retain his post as treasurer of 
the U. S. company and assume re- 
sponsibility for long range market 
planning. 

Donald G. Clarke was named 
president of BSR (USA) to take 
charge of sales administration and 
distribution of BSR record changers 
and tape recorder decks in the U. S. 


RCA Sales Corp.—W: Walter Watts 
was elected chairman of the board 


PEOPLE In The NEWS 










Wise 
of BSR (USA) 


manager in the firm’s Pacific region. 
Federick J. Magee, formerly with 
G-E, succeeds Lansky. 


Motorola—Joseph E. Konvicka was 
named consumer products regional 
sales manager for the Midsouth ter- 
ritory. Konvicka was TV, radio and 





Kanies 
of Disposer 


Franklin 
of Motor Wheel 


hi-fi regional sales manager for 
Sears, Roebuck in the South and 
Southwest. 


Stromberg-Carlson—William D. 
Gannon was appointed district man- 
ager of high fidelity sales in Indi- 
ana and southwestern Ohio. Gannon 
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Watts 
of RCA 


Mintz 
of Capehart 


was formerly with Picker X-Ray 
Corp. and Sylvania. 


Sylvania Electric Products Inc.— 
Donald W. Gunn has been appointed 
Western regional vice president. He 
formerly was vice president for 
electronic tube sales. 









































and president—posts he assumes in 
addition to his responsibilities as 
RCA group executive vice presi- 
dent for home instruments, dis- 
tributor and commercial relations 
activities. 

Delbert L. Mills was appointed 
operating vice president of the sales 
corporation as well as division vice 
president and general manager of 
RCA Victor’s home instrument de- 
partment. 





NAUTILUS 


puts you 
in the 


AIR PURIFIER 
business 
with this 
introductory 
offer! 


You'll sell the wonderful new NAUTILUS 
AIR PURIFIER fast with this display rack! 
Use it on your floor or counter... it’s 
FREE with your order of just 6 units! 


Capehart Corp.—Seymour Mintz 
was appointed vice president and 
general sales manager. Mintz comes 
to Capehart from Landers, Frary 
& Clark. 


Motor Wheel Corp.—Murray J. 
Franklin was named general sales 
manager of the company’s consumer 
products division which markets 
Duo-Therm mobile homes, small 
home heating appliances, Reo power 
mowers and Snow Throws. 


National Disposers—Joseph P. Kan- 
ies was appointed sales manager of 
the Medina, Ohio, waste disposer 
manufacturer. 


mR A HEAL 


Whirlpool Corp.—Warren Singer 
was appointed area dealer develop- 
ment manager, bringing the total to 
five such men assigned to the retail 
profit management program for RCA 


Whirlpool and Victor dealers. 
YOU ALSO GET THESE HARD-WORK- 


ING SALES HELPS FREE WITH YOUR 


Carrier Corp.—John M. Rachal was 
6-UNIT ORDER! 


elected president of Carrier Inter- 
national Ltd. which has dealers and 


distributors in over 150 countries. FREE SUPPLY OF CONSUMER FOLD- 


ERS e 4-COLOR CATALOG SHEETS 
NEWSPAPER AD MATS e RADIOSPOT 


Fedders Corp.—Jerry Lansky, for- ANNOUNCEMENTS 


merly director of public relations, 


has been appointed district sales NAUTILUS AIR PURIFIER cleans 


smoky, stale air . . . as no other portable 
can! 





It’s the only unit with 5 filters to trap dust, 
pollen, lint, odors and smoke! Pulls bad air 
in through all 4 sides. Scrubs air clean, first 
with a germicidal ScottFoam* filter—then 
with 4 Activated Charcoal filters containing 
2 pounds of the same air-purifying material 
used on the atomic sub Nautilus. Adds no 
perfumes or potentially dangerous ozone to 
“‘mask’’ foul air . . . constantly recirculates 
pure air. 















EM-9 


GET IN BUSINESS — PLACE YOUR 
6-UNIT ORDER TODAY! 
*T.M. Patent Pending 


Major Industries, Inc., 505 N. La Salle St., Chicago 10, Ill. 


YES! Send me full information and prices on your new NAUTKUS AIR PURIFIER 


Name. 





Firm, 





Address. 
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FISHERsays: 


Vice-President in Charge of Sales 

THE MAN IN THE 

D VIKING TROPHY COAT 
COMING YOUR WAY! 


He’s coming with DEALS 
OF THE DECADE, and 
with terrific opportunities 
for you to win fabulous 
awards in a great new 
incentive program! 


NORGE SALES CORP., division of Borg-Warner Corporation, Chicago 54. in Canada: 
Moffats, Ltd., Weston, Ontario. Export Sales: Borg-Warner international, Chicago 3 
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A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
-appliance-radio-TV index (1957 = 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV dealers 
($ millions) 


FAILURES 
of appliance-radio-TV¥ dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($ billions) 

DISPOSABLE INCOME 

annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST 
MONTH 


115 


18.3 


328 


277 


21 


114.1 


49.9°* 


18.7+ 


354.3+ 


25.8+ 


68,689 





Preceding 
MONTH 


112 


18.6 


334 


276 


28 


126.8 


84.1°* 


18.9+ 


347.0+ 


23.7+ 


68,579 





YEAR 
AGO 


110 


18.3 


333 


283 


31 


149.7 


31.8°* 


19.0+ 


338.3+ 


24.84 


67,594 





THE YEAR 
SO FAR 


45% up* 
(April 1960 vs. 
April 1959) 
no change 
(July 1960 vs. 
July 1959) 
1.5% down 
(June 1960 vs. 
June 1959) 


2.1% down 


(June 1960 vs. 
June 1959) 


32.2% down 
(July 1960 vs. 
July 1959) 
23.8% down 
(July 1960 vs. 
July 1959) 
47.5% up 


1.5% down 
(2nd qtr. 1960 
vs. 2nd qtr. 1959} 


4.7% up 
(2nd gtr. 1960 
vs. 2nd qtr. 1959) 
40% up 
(2nd qtr. 1960 
vs. 2nd qtr. 1959) 
1.6% up 
(July 1960 vs. 
July 1959) 





*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonally adjusted) . 
“*Figures are for week ending August 22, 1960 and preceding week (revised). 


+ Figures are for quarters. 


+ + Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures in bold-face type. 


DISHWASHERS 
DRYERS, Clothes, Electric... 





A ee Ee 
FOOD WASTE DISPOSERS..... 
Si ctecllncascbtiind 
PHONOGRAPH SHIPMENTS _. 
PHONOGRAPH RETAIL SALES 
RADIO PRODUCTION (excludes auto) .... 
RADIO RETAIL SALES 


TELEVISION PRODUCTION 


TELEVISION RETAIL SALES 
SEES anaes 
RANGES, Electric—Stondord.... 
8 ee Ear 
RANGES, Gas—Stondord.......-.. 
Re. 
VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner...... 
WASHER-DRYER COMBINATIONS 
WATER HEATERS, Electric (Storage) 


WATER HEATERS, Gas (Storage) 
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1960 1959 % 
(Units) (Units) Change 

June 41,600 46,600 —10.73 
6 Mos. 277,600 240,400 +15.47 
June 42,047 47,862 —12.15 
6 Mos. 312,328 339,810 — 8.09 
June 22,903 22,976 — 32 
6 Mos. 170,269 167,611 + 1.59 
June 59,300 64,500 — 8.06 
6 Mos. 363,600 350,400 + 377 
June 106,500 127,600 —16.54 
6 Mos. 574,300 653,000 —12.05 
June 267,700 197,876 +35.29 
6 Mos. 1,803,018 | 1,495,621 +20.55 
June 210,264 167,961 +25.19 
6 Mos. 1,861,190 | 1,531,276 +21.55 
Week Aug. 12 160,631 192,178 —16.42 
32 Weeks 6,090,979 | 5,119,637 +18.97 
June 702,889 678,195 + 3.64 
6 Mos. 3,878,358 | 3,158,881 +22.78 
Week Aug. 12 89,430 148,195 —39.65 
32 Weeks 3,436,778 | 3,401,905 + 1.03 
June 371,661 344,795 + 1.19 
6 Mos. 2,657,527 | 2,263,957 j* +17.38 
June 308,500 361,000 —14.54 
6 Mos. 1,777,700 | 1,866,300 — 475 
June 67,700 77,000 —12.08 
6 Mos. 435,300 495 600 —12.17 
June 58,500 74,400 —21.37 
6 Mos. 348,600 353,300 — 1.33 
June 125,000 133,700 — 6.51 
6 Mos. 753,700 809,000 — 6.84 
June 42,200 37,200 +13.44 
6 Mos. 176,600 160,400 +10.10 
June 245,790 275,974 —10.94 
6 Mos. 1,682,468 | 1,711,190 — 1.68 
June 206,687 258,981 —20.19 
6 Mos. 1,228,852 | 1,370,239 —10.32 
June 70,268 82,913 —15.25 
6 Mos. 373,854 439,946 —15.02 
June 9,812 10,423 — 5.86 
6 Mos. 79,866 87,249 — 8.46 
June 58,300 80,600 —27.67 
6 Mos. 351,200 437,100 -19.65 
June 256,200 250,000 + 2.48 
6 Mos. 1,351,700 | 1,542,400 —12.36 

















Sources: NEMA, AHLMA, VCMA, EIA, 


to delight the 
ladies... offer 
them the 


ea 
- 


It’s the all-new Universal by Waste £ FS 
King Universal gas range 
—the freshest thing that’s 
happened to your gas range busi- 
ness in years! There are 26 different 
models. . . all DREYFUSs-DESIGNED to 

Look Better—by world-famous designer 
Henry Dreyfuss. And they’re Waste KiNG 
UNIVERSAL-engineered to Cook Better — 
with the smartest, work-saving features in 
gas ranges today. Your customers will ap- 
preciate features like the “Roast Guide” 
that make everything automatic but the 
choice of menu! And they’re merchan- 
dised to Sell Better — with the freshest 

new range of ideas in sales tools, adver- 
tising, display, and direct mail. Get the 

full range of ideas now from your Waste 
King Universal sales representative, or 
write to WASTE KiNG CorPorRATION, 

Los Angeles 58, California 


UN IVERSAL 


OF IDEAS a 
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See Paris in 


the Spring! 


PAPA <6 +9 << 
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we Caf 3 of i, we 
: UD Se ep RS IS VLA 
aaa t Cees vs Ma Le ' 
Hoffman’s sending over 2,000 people to Paris 


next May. Want to come along? See your Hoffman 
distributor ... and see how easy it is. 


“4 Fly SAS Jets in 1st Class L 
Suivons af ets in Ss LUXUTy 


Hoffman’6 


See profits right now ! | 
Hoffman Compactable 19— ff 


The most console-featured 





portable going ! 


There’s no TV, Stereo Hi-Fi, Radio... quite like Hoffman 
Hoffman Electronics Corp., 6200 S. Avalon Blvd., Los Angeles 3, Calif. 








INDEX TO ADVERTISERS 
AUGUST 29, 1960 


MAJOR APPLIANCES 





Blackstone Corp. 18 
Frigidaire Div. of 
General Motors Corp. 22 


General Electric Co.., 
Automatic Blanket & Fan Dept... 13 
Gibson Refrigerator Div. of 


HARRY C. HAHN 


Hupp Corp. 6 | DALE R. BAUER = ADVERTISING SALES 
Hoover Co. . 5 MANAGER 
Kelvinator Div. of American 
Psst a | = WAYNE SMITH PROMOTION AND 

sciinataear” sx elie “pam CIRCULATION MANAGER 
Norge Sales Corp., Sub. of 

worg- Warner Corp. 28 | PETER HUGHES PRODUCTION MANAGER 
Pentron Corp. 12 
Waste King Corp. 29 
Westinghouse Electric Corp. MARIE RESTAINO PRODUCTION 

Major Appliance Div. 9 ASSISTANT 
Whirlpool Corp. 20, 31 

DISTRICT MANAGERS 
HOUSEWARES NEW YORK WARREN S. ACKERMAN 
RUDY BAUSER 
Sessions Clock Co. 14 Assistant, BRUCE TEPASKE 


500 Fifth Avenue, N.Y. 36, N.Y. 


HOME ELECTRONICS ATLANTA 


Columbia Phonographs, 
CBS-Electronics 23 


CHICAGO ROBERT J. SCANNELL 

Hoffman Electronics Corp.., EDWARD J. BRENNAN 
Consumer Products Div. 30 520 N. Michigan Avenue, Chicago I}, Ill. 

Magnavox Co. 10, II MO. 4-5800 

Radio Corporation of America 26 DALLAS JOHN GRANT 


Sylvania Electric Products, Inc. 


Zenith Radio Corp. 15 HOUSTON GENE HOLLAND 
W-724 Prudential Bldg., Houston 25, Tex. 
JA. 6-128! 
OTHER 


: LOS ANGELES 
Electrical Merchandising Week 23 1125 West Sixth, Los Angeles 17, Cal. 
This index is published as a service. Every care 
is taken to make it accurate, but ELECTRICAL 
MERCHANDISING WEEK assumes no responsi- 


bility for errors or omissions. 





ASSISTANT TO THE 
PUBLISHER 


OX. 5-5959 


RAYMOND K. BURNET 
1301 Rhodes-Haverty Building, Atlanta 3, Ga. 
JA. 3-6951 


4 901 Vaughn Bldg., Dallas |, Tex. RI. 7-5117 


RUSSELL H. ANTLES 


HU. 2-5450 


SAN FRANCISCO THOMAS H. CARMODY 
SCOTT HUBBARD 

68 Post Street, San Francisco 4, Cal. 
DO 2-4600 








ELECTRICAL MERCHANDISING WEEK 


TAKING STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 








STOCKS AND DIVIDENDS 

IN DOLLARS HIGH 
NEW YORK EXCHANGE 
Admiral 23%, 
American Motors | 29'/2 
Arvin Ind. | 27'/, 
Borg Warner 2 48!/, 
Carrier 1.60 41% 
CBS 1.40B 45\/, 
Chrysler | 71% 
Decca Records 1.20 35% 
Emerson Electric | 50 
Emerson Radio .50F 22\/, 
Fedders | 203% 
General Dy. 2 585, 
General Elec. 2 99g 
General Motors 2XD 557, 
General Tel & El .76* 34!/, 
Hoffman Elec. 60 30!/, 
Hupp Corp. .37T 13%, 
Magnavox LXD 55 
Maytag 2A 44!/, 
McGraw-Edison 1.40 455, 
Minn. M&M .283H* 88 
Montgomery Ward 2 55% 
Monarch .2EO 197g 
Motor Wheel | 23%, 
Motorola 2* 98 
Murray Corp. 28% 
Philco 4G 38l/, 
RCA IB 783%, 
Raytheon 2.37T 533% 
Rheem .60 28%, 
Ronson .60 12%, 
Roper GD 21", 
Schick 16%, 
Siegler Corp. .2OR 43 
Smith A. O. 1.60A 53% 
Sunbeam 1|.40A 64!/, 
Welbilt .10G 7%, 
Westinghouse 1.20 65 
Whirlpool 1.40 34%, 
Zenith 1.60 127% 
AMERICAN EXCHANGE 
Casco Pd. .35E 10 
Century Elec. '/, 97%, 
DuMont tab. 12! 
Herold Rad. 7%, 
lronrite .25T 10 
Muntz TV él 2 
National Presto 12 
Nat. Un. Elec. (Eureka) 3%, 
Proctor-Silex 9%, 
MIDWEST EXCHANGE 
Knapp-Monarch — 
Trav-ler Radio —_ 
Webcor —_ 








1960 CLOSE CLOSE NET 
LOW |AUG. 15|AUG. 22 | CHANGE 
145 15'/g 15'/g _ 
20\/4 21%, 23%, + 2% 
183% 21% 20!/2 — |, 
34, 36% 36% + 
27\/g 297%/g 29%, — 
3655 40\/, 40% + 
40 43, 424%, — 
173% 32% 34 + 1%, 
33 445, 454%, + I, 
1p 15\/2 15% + 
16%/g 18 18 — 
38 45\/p 445g — 
79 835% 83% — %, 
43 43%, 457, + 2%, 
27 28%, 295, + i, 
18!/g 25% 25%, — 

75, 9", 85s Py “f 
31 44\/, 50 Is 
31% | 36 35%, — \% 
33 | 36%, 37/4 5 
65 75 76 + | 
34% 36!/ 354% — 1% 
12% 12% 13 + % 
I 145, 15%, + 1% 
75\/g 171, 84 + 6/4 
244%, 27/4 264s — 
23% 24\/g 254% + 1%, 
59!/2 62% 62!/, + Ve 
35!/, 39'/, 38% a Ya 
15% 191/, 19 — % 
9%, 10% i + a 
14! 17% 18 + % 
9\/4 10 10'/g + %s 
29'/4 34 34 _ 
33% 38% 42/g + 3% 
48!/2 54!/, — 
5 5g 5'/4 + Vy 
45/2 543, 55/4 + 
22 24 25'/2 + 1, 
89!/s 114!/, 121 + bl, 
6%, 9% 9%, = 
7, 7'/g = 
6!/2 12%, 12/4 ey 
y 2% 2p ~ = 
b/g bl, 655 + 
4 5 5 — 
10% 13 15% + 2's 
2% 2%, 2% =~ & 
6% 8'/, 7H% — 
55 55%, _ 
Es I'/, 7, — 
125% 13'/2 + % 














A—Also extra or extras. B—Annual rate plus stock dividend. D—Deciared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 195%, estimated ‘cash value on ex-dividend or ex-dis- 
tribution date. G—Declared or paid so far this year. T—Payable in stock during 1960, estimated cash 
value on ex-dividend or ex-distribution date. *Minn M&M, Motorola, Gen Tel & El announced stock splits 


during first six months 1960. 





ANALYSIS: The stock market 
continued its renewed activity this 
past week and experts are pointing 
to the past month’s upswing as the 
sign of a “good,” if not outstanding, 
second half. The EM Week average, 
for the fourth straight week, was 
on the plus side—up 3.4 pt. Zenith, 
after a solo week drop, righted it- 
self and finished 6% pts. Motorola, 








up 6% pts., Smith at plus 3% and 
Magnavox up 5% pts. led the gain- 
ing issues, while American Motors, 
General Motors, Whirlpool, and 
Emerson Electric all registered ad- 
vances. Three new lows’ were 
recorded over the week. Decca, 
gaining steadily for over a month, 
registered a new high at 35%. Sun- 
beam, up 5 pts. in last four weeks. 
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1960 








Fully automatic for a budget price! 





ELECTRIC 


40 RANGE 


@ Removable Oven Doors—Doors lift off to make 
oven cleaning faster and easier. 


@ Dispos-A-Bowls*— Aluminum throw-away liners 
for top-cooking unit bowls. 


® Full-Width Storage Drawer—Removes for easy 
cleaning. 


® Radiant-Heat Broiler in Each Oven—Open coil, 
radiant heat gives perfect “‘smokeless”’ broiling. 


® Two Nickel-Plated Oven Racks in Each Oven— 
Check stops prevent their being pulled out. 


® Oven Light—Light is controlled by push-button 
switch on control panel. 


*Tmk. 





Call your RCA WHIRLPOOL 
distributor today and get 
the full story on this 
outstanding volume builder! 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 

































Model E1-406 
with two ovens for big-family cooking. 
"2-Set” clock timer makes oven, 
surface unit and appliance outlets automatic. 


glow p 
rs an.” 


= 
Ye warren SS 
ormice™ 


“Mill 


Your family will love our family of home appliances 


Whinkpoot 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Use of trademorks SQ ond RCA authorized by trodemork owner Radio Corporation of Americo 
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THE KELVINATOR PLUS... SOMETHING WORTHWHILE TO SELL BESIDES PRICE 





Consumers Want Basic Improvement, 
Not Forced Obsolescence, 
Says Nation’s Press 


. this appliance firm (Kelvinator) tossed calendar introduction of 
new lines out the window, deciding that the public was no longer being 
fooled by the debut of lines whose new features consisted merely of 
changing the door handles on a refrigerator or insiding the icebox with 
delphinium blue instead of royal. 

“It took courage to take this stand. But then George Romney, presi- 
dent of American Motors, too— proved he had it when he first intro- 
duced the compact car, the Rambler,swhich led the auto industry away 
from the dinosaurs they had been producing . . . and even, still are.” 


—Louis Goodenough in Home Furnishings Daily 




















ne RE eae 


“I think our clamor for quality instead of gimmickry should be loud 
and long. The figures show that last year we spent a whooping $5 billion 
to keep our appliances in repair, only $3 billion less than we spent pur- 
chasing new ones. Not only is the repair bill becoming a headache 
to us, but it is plaguing manufacturers and dealers who are at wits’ ends 
trying to find trained service men who can deal with the intricate parts 


4 ” 
of many a new appliance. —Faye Henle, Syndicated Columnist 
Courtesy of Newspaper Enterprise Assn. 


“My hero is George Romney, President of American Motors Corp. He 
has struck a blow for common sense and the financial sanity of the 
American consumer by coming out against annual and gimmicky changes 
on a great variety of so-called durable goods.” 


—Inez Robb, Syndicated Columnist 


“...I think Kelvinator deserves and will get a lot of applause and sup- 
port for the new policy just announced the other day by executive vice- 
president B. A. Chapman that, market or no market, hereafter Kelvinator 
will introduce new models when they are really new — and not before.” 


—Earl Lifshey in Home Furnishings Daily 


Here’s more evidence that what consumers really want today is 
basic quality . . . and that Kelvinator dealers are uniquely ready 
to fill this growing consumer demand! From the Constant Basic 
Improvement program, now in operation for more than a year, 
Kelvinator dealers can offer the true usefulness and dependability 
customers everywhere want. So while others sell on price alone, 
Kelvinator dealers are selling quality and value at a profit! 





What is the Kelvinator Plus? It’s not a gadget or gimmick. It’s a basic 


quality advantage . . . such as Throw-Away Aluminum Oven Linings 
in ranges, Deep Turbulent Washing Action with Automatic Pre- 
scrubbing in washers, and a simpler, more economical ‘No-Frost” 
system in refrigerators. 


Kelvinator can offer a plus in every appliance because, unlike others, 


NATOR DIVISION, AMERICAN MOTORS 
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it doesn’t indulge in mpg “change for change’s sake.” Instead, its 
Constant Basic Improvemept program concentrates on basic advan- 
tages .. . introducing thepp jyst as soon as they are tested and approved. 


This philosophy of bagig excellence is inherent in all products of 
American Motors . . . ppadycers of Rambler automobiles and Kelvin- 
ator kitchen and laundry Appliances. 


MICHIGAN 











